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= Og egn my lad, the goods you 
should strive to sell are those that 
possess these three qualities: 


FIRST —Goods that can be sold quickly 
—if you spend too much time making 
a sale, the dollar value of the time €X- 
pended will exceed the profit of the sale. 
SECOND-—Goods that give a full profit 
—the full profit is needed to pay 
operating expenses and to make a lit 
for the House. 

THIRD —Goods that will be so satis- 
factory to the purchaser that he will 
return to you for other goods and 
recommend you to his friends—n° 
business can last long without satis 
customers. 


* Qutstanding examples of such 
goods are these TRUE TEMPER 
TOOLS made by The American 
Fork & Hoe Company: They 
have a world-wide reputation for 
design, quality and finish. Con- 

ly they sell quickly, ata 
and in service com- 
the purchaser.” 
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Build Business 


With HORTON 


OR 62 years Horton has built soundly 

and dealt equitably with employes, 
trade and the public. We face the new 
opportunities and responsibilities before 
American industry with a confidence born 
of that long experience. 


Exclusive features, plus inbuilt quality, make 
Horton washers easy to sell. Dependable 
performance—year in, year out—keeps 
them sold, builds good will and 


prestige for Horton Dealers. 





Most sensational of the many fea- 


is the new Auto-Safe Wringer. The dramatic 
demonstration of this automatically safe 
wringer is a sales factor of exceptional effect- 
iveness. Four washers in the complete Horton 
line meet every requirement of the market. 


Horton solicits the inquiries of dealers who 
see the business-building possibilities of 
such a quality line, fairly priced and aggres- 
sively merchandised. Write now for com- 
plete information regarding the Horton 
proposition — without obligation to you. 


HORTON MANUFACTURING CO. 
901 Fry Street, Fort Wayne, Indiana 





A GOOD NAME FOR 


Mardware Age, published every other Thursday by Iron Age Publishing Co. Publication otice, N. W. cor. 56th and Chestnut Sts., Philadel 
York, N. Y. Entered as second-class matter May 22, 1913, at the Post Office at New York under the Act of March 3, 1879. Application pending transfer as 
$1.00 per year. Single copies, 15e each. Vol. 132. No. 6. 


39th St., New 


second class matter to Philadelphia, Pa., Post Office. (Printed in U. 8S. A.) 
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It Pays To Start The 
Beginners Right 


T the traps, at Skeet, on the rifle ranges, and in the 
hunting field, Kleanbore ammunition has demon- 
strated its superiority so positively that everyone who 
follows shooting knows about it. You may be able to sell 
other makes of shot shells and metallic cartridges to those 
who do not know what's going on in the shooting world, 
but the wise shooters will demand Kleanbore. 

How much better for you in the long run to tell the 
novice that Kleanbore is what he should shoot. Sooner 
or later he will find out about it for himself. He will be 
grateful to you if you start him right, but he will certainly 
not thank you if you sell him something claimed to be 
“just as good.” 

Sell Kleanbore NITRO EXPRESS for the longest- 
range, hardest-hitting shells obtainable — Kleanbore 
GAME LOADS or SHUR SHOT Shells for average 


shooting. Your jobber will supply Kleanbore Shot Shells 


and Metallics. 








SIMPLIFIED GAME 
LOADS 


make it easy to sell the 
right- load for every 
kind of game. 





NITRO EXPRESS 
hits harder — reaches 
farther. Nails ’em at 
50, 60, 70 yards, and 
even at greater dis- 

tances. 
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SHUR SHOT 
SHELLS 
The most popular shell 
at a popular price. 


REMINGTON ARMS COMPANY, Inc., Bridgeport, Conn. 
Originators and Sole Manufacturers of Kleanbore Ammunition 


ALWAYS SELL 
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DUTCH BOY ALL-PURPOSE 
SOFT PASTE WHITE-LEAD 


A new-type soft paste which, in addition to 
being quick-mixing, can be used for inside flat 
as well as outside gloss work. Contains pure 
white-lead, pure linseed oil and a little turpen- 
tine—nothing else. 1214, 25, 50 and 100 Ib. kegs. 


Both FLAT AND GLOSS: pin: jo 
.. With Tas Quick-Mixine Leap’ 


Dutch Boy All-Purpose Soft Paste White-Lead 


Now you can give your painter cus- 
tomers an improved form of lead-in-oil 
...one that not only mixes quickly, but 
that can be used for all types of paint- 
ing work, both inside and outside. 

This new product—Dutch Boy All-Pur- 
pose Soft Paste White-Lead—flats perfectly 
when mixed with flatting oil, or gives a 
long-wearing gloss finish with linseed oil. 

Through a special milling process Dutch 
Boy All-Purpose Soft Paste White-Lead 
receives extra grinding, during which a 
small amount of turpentine is added. This 
produces extra “softness” that makes mix- 
ing easier and quicker. It also produces 


new smoothness which results in easier- 
brushing paint. 
The development of this All-Purpose 
soft paste should, ultimately mean but 
one grind of white-lead for the dealer to 
carry, with consequent simplification of 
stocks. 

In addition to white-lead, the Dutch Boy 
line includes the other products described 
below. It is a line of highest grade paint 
materials manufactured especially for 
painters’ use. Business from painters is 
large-volume, profitable business and there 
is no surer way of obtaining it than through 


handling the full Dutch Boy line. 


Other members of the Dutch Boy family... 





EVERY JOB 
AN ALL-DUTCH BOY JOB 
For Gloss Paint Jobs 


Dutch Boy All-Purpose Soft Paste 
Dutch Boy Linseed Oil 
Dutch Boy Liquid Drier 


For Flat Paint Jobs 
Dutch Boy Wall Primer (for plaster walls) 
Dutch Boy All-Purpose Soft Paste 
Dutch Boy Flatting Oil 


For All Paint 
Dutch Boy Colors-in-Oil 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 W. 
18th St., Chicago; 659 Freeman Ave., Cincinnati; 820 W. 
Superior Ave., Cleveland; 722 Chestnut St., St. Louis; 
2240 24th St., San Francisco; National-Boston Lead Co., 
800 Albany Street, Boston; National Lead & Oil Company 
of Pennsylvania, 316 Fourth Avenue, Pittsburgh; John 
T. Lewis & Bros. Co., Widener Building, Philadelphia 

















DUTCH BOY COL- 
ORS-IN-OIL — The 
new paste colors that 
can be added to paint 
without thinning. True in color 
tone. High in tinting strength. 
Easier to use. Especially suited 
for tinting white-lead paint. 
Line includes all popular colors. 
Friction-top cans to prevent 


skinning—half pint, quart, gal- 
lon. Also sold in tubes. 


DUTCH BOY 

LIQUID DRIER—A 

properly balanced, 

full strength painters’ 
drier of characteristic Dutch Boy 
quality. Sealed cans: half pint, 
pint, quart, gallon. 


DUTCH BOY FLATTING OIL 
—A carefully blended flatting 
liquid for use with white-lead 
to produce flat and semi-flat fin- 
ishes for modern interior paint- 
ing. For use also as a blending, 
glazing and bronzing liquid. 
Sealed containers: quart, gal- 
lon, 5 gallon. 


DUTCH BOY WALL PRIMER 
—A special primer developed 
for use in white-lead painting. 
Stops suction, seals fire cracks 
and, at same time, serves as first 
coat. Possesses exceptional hid- 
ing power. Forms a tightly ad- 
hering foundation for succeed- 
ing coats of white-lead. Works 
equally well on all interior sur- 


faces—plaster, wall-board, insu- 
lating board, brick, concrete. 
Half gallon and one gallon cans. 
5 gallon kits and 30 gallon barrels. 
DUTCH BOY LINSEED OIL 
— Raw or boiled. Pressed from 
specially selected seed to insure 
good drying properties. Pure. 
Clear. Well settled. Sealed con- 
tainers: 1 and 5 gallon. 
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The Gillette 


Protected Profit Plan 
for Retail Dealers 


The Plan’s Purpose 


The Gillette Safety Razor Company 
wants its retail dealers to make an ade- 


quate profit in return for their investment 


in service and capital. , 
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Announcing 
the Gillette Protected 
Profit Plan for Dealers 


@ Everyone suffered when chaos ruled the razor blade business. No matter who 
was at fault, cut-throat competition sprang up and ran wild. The dealer “around the corner” 
slashed prices to the bone. Blade profits were reduced to the vanishing point. Of course, this 
unfortunate state of affairs is not confined to the razor blade business. Other lines have suf- 


fered in similar fashion. 
Plan destined for great success 


Without drastic changes the condition seemed impossible to correct. It took courage to 
arrive at a solution involving a revolution in price and policy. Overnight Gillette has made 
the necessary drastic changes and announces a plan destined for great success if you cooperate. 
Adhere to the Gillette Protected Profit Plan for Dealers and your blade department will again 
be a real money-maker. 

We have taken the lowest price to which Gillette products were cut and established this 
figure as the maintained retail price. And you get a profit at this price—a good profit. We took 
care of that by a sharp reduction in our wholesale prices. You sell your customers at the 


amazing new low prices—enjoy a satisfactory margin—and we take the loss. 


A good profit at amazing low price 


Here are the figures. The price of 25c for packets of 5, 49c for packets of 10, enables you 
to recover the cost of the merchandise ($3.68 per carton) plus a 28% addition to cost to cover 
your overhead, plus a 5% addition to cost for net profit. This method of determining resale 
prices was recently presented to the NRA officials at Washington by the Retail Druggists and 
other retail associations, and thus certainly conforms with the expressed wishes of the retail trade. 


OTICE: SEE GILLETTE PATENT 
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Now then—Gillette pioneers in a movement to assure dealers a satisfactory, protected 
profit. You know the law as well as we do. We urge you to maintain prices at the suggested 
levels. We cannot say more than this. The rest is up to you. Your cooperation is vital. 


First plan of its kind 


Most important—as far as we know this is the first plan of its kind in operation. It posi- 
tively answers your wishes as expressed by your associations. Other manufacturers and trade 
associations—possibly the authorities at Washington—will watch for results. Much may depend 
upon the success or failure of the plan. If Gillette’s effort is successful, other manufacturers 
will fall in line. That will mean money for you. Protected profits on many other fast-turning 


items in your store are practically assured. 


Success of plan is up to you 


We have done our best. Smashing newspaper advertising has announced Gillette’s reduced 
prices to the world. Every literate consumer must have read or heard the big news. Through 
you we are offering shavers a tremendous value. Gillette, Probak and Valet quality is being 
kept at the highest level. Now—we again urge you to do your part. It’s up to you. Please main- 
tain Gillette prices. If chaos returns and again destroys your blade profits—the 


fault will rest with the non-cooperating dealers of America. 





WILL YOU HELP YOURSELF BY HELPING US? 


GILLETTE SAFETY RAZOR COMPANY 
BOSTON, MASSACHUSETTS 











TO RETAIL TRADE ASSOCIATIONS 


Gillette will exercise every legal means to maintain established retail prices. 
We are definitely committed to this policy. But every neighborhood has a 
dealer or dealers whose creed is cut-throat competition. They again can plunge 
the blade business into chaos. Despite our effort the protected profit plan will 
fail without the active cooperation of the nation’s dealers and their trade 
associations. These associations are urged to bring independent pressure to bear 
upon non-cooperating dealers. This is everyone’s responsibility. You owe Gillette 
your hearty support. Help us stamp out destructive competition. 
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ANNOUNCEMENT ON NEXT PAGE 
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Announcement 


THE GILLETTE SAFETY RAzor COMPANY announces that UNITED STATES 
Letrers Patent No. 1,924,262 was issued to it on August 29, 1933, 
containing seven claims. Claims 4 and 5 are as follows: 


4M. As a new article of manufacture, an elastic transversely-flexible 
razor blade adapted for use in existing Gillette type safety razors, 
said blade being internally apertured to provide edges arranged to 
engage positioning means and hold the blade against angular dis- 
placement, and being of substantially uniform thickness and so thin 
as to require external support on both sides thereof for substantially 
its full length to give rigidity to its cutting edge, and being also pro- 
vided with reentrant recesses located at its corner portions respec- 
tively and each extending both longitudinally and transversely of 
the blade to such an extent as to span the adjacent corners of the 
blade-clamping cap when assembled therewith and provide a clear- 
ance space of sufficient area to receive a cap corner if bent, whereby 
said blade while being flexed or when clamped is relieved of the pos- 
sibility of pressure from a bent cap corner. 


%- A flexible blade for use in safety razors of the type in which the 
blade is positioned between cap and guard members and is main- 
tained transversely bent thereby when the parts are clamped together, 
said blade being of uniform thickness and so thin as to require 
external support on both sides for its cutting edge, being internally 
apertured to provide edges arranged to engage positioning means and 
hold the blade against angular displacement, and being cut away at 
each of its corners at a cutting edge thereof to such an extent as to 
provide clearance spaces of sufficient areas to receive the cap corners 
and thereby prevent clamping pressure by said corners. , 


As appears from the above claims this patent is infringed by 
flexible double edged safety razor blades which, like the present Gillette 
blades, are cut away at their corners to receive the corners of the razor 
cap and thereby prevent clamping pressure by the cap corners. 
The GILLETTE SaFety Razor Company will enforce its legal rights 
under the above-mentioned patent. 


GILLETTE SAFETY RAZOR COMPANY 


Boston, Massachusetts, 
August 30th, 1933. 
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This Code has protected ™ 
Hardware Merchants for 







( 
Codes are not new with Plumb. __to sell chain stores and mail 

Through the entire era of cheap _ order houses. 

tools which made no profit for 

any one, the Plumb Code was 






PLUMB NAIL HAMMER 
Best seller among Plumb Nail Hammers— 


We believe that none | is the 


° ° HFS81, size 1144, 1 Ib. Head. Advertised 
maintained. . onl method for manu acturer, finish. “Equipped with Take-Up Wedge to 
obber or merchant to build a retighten the handle. Favorite of carpen- 


ters and tool users everywhere. 






We continued to make the fin- 
est tools we knew how. We con- 
tinued to concentrate on the 
best-selling items. We continued 
our policy of fair resale prices, 
with a legitimate profit for dealer 
and jobber. We continued our ad- 
vertising support for the dealer. Build on a solid basis with the 

And we continued to protect Plumb line. Your regular dis- 
the hardware merchant from tributor can supply you. 
cut price competition by refusing —s ra YETTE R. PLUMB, Inc., Phila., U. S. A. 


PLUMB 


DOUBLE LIFE 


Hammers atchets 
“p. files Sledges Axes 


usiness that will endure. It has 

proved its merit through pros- 
perity and slump. It pti. it- 
self in these days of recovery, 
judging by the current orders 
for Plumb Tools. 











PLUMB BALL PEIN HAMMER 
Best selling first quality Machinists 
Hammer in the Plumb line—HF9375, size 
2, 14 . Equipped with Take-Up 
Wedge to retighten the handle. 


Ss 


PLUMB HALF HATCHET 
No. 2962, size 2, Weight 1 Ib. 5 oz. 
Bit 354 {n.—the best seller in the 
Plumb Hatchet line. This is the 
type of hatchet which is rapidly 
becoming the standard in all sections 
of the country. 











PLUMB SINGLE BIT MICHIGAN 
The famous Plumb Dreadnaught Axe in the advertised finish, 
67% of all Plumb Axe Sales are Dreadnaughts. Designed and 
recommended by Peter McLaren, America’s Champion Chopper. 
Available in all standard weights and patterns. 
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INCREASE 





Like Hundreds 


ON SIMMONS RANGES! 


LARGE 18-INCH OVEN 
POLISHED COOKING TOP 


NON-BURN OVEN 
Designed for Coal or Wood 
Long-Life Fire Linings 
Concealed Bolting 

































Model $/468/18G as illustrated 
ModelS/468/18GR with reservoir 





FREE ADVERTISING 


A supply of circulars with the dealer's store 
name imprinted, and illustrating in colors two 
popular models of Simmons Ranges with the 
enameled ware set furnished free with order. 


10 


An Exceptional Offer 
that Gets the Business for You 


Irresistible to the woman who needs a new kitchen 
range. We supply ycu with a 5-piece set of high- 
grade green and ivory enameled ware — dishpan, 
teakettle, stewkettle, preserving kettle and pail — 
to be given FREE —with the purchase of a beauti- 
ful all-cast Simmons Range, as illustrated, finished 
in full porcelain green and ivory. 

It’s the lady of the house who has the final “say” 
in the selection of a new range — and she is going 
to be influenced in your favor through this unusual 
gift offer to choose a Simmons Range. 


Enameled Ware to Match 





Capable of long, satisfactory service, this qual- 
ity enameled ware has the extra eye appeal 
that helps you make sales. 
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of Other Dealers 
ON SIMMONS HEA 


The Heating Unit As Well As 


: PROFITS 














u the Good Looks to Clinch Sales 
en This is the year that circulator heater prospects 
h- will demand to know something about the heating 
in, unit before making their selections. You can give 
a them the facts that make the sales on Simmons 
tie “wall-wiping” flame, super-heavy duty, circulator 
d heaters. 

(4 

g 


Constructed with exclusive 
features that make it the AE. SEGEGI \Y 
most powerful heater ever poo Lt EP | | 
' developed: 
@ A WALL-WIPING FLAME 
@ PERFECT COMBUSTION 


@ DOUBLE FIN CONSTRUC- 
TION 


@ SOOTLESS WALLS 

@ POSITIVE FIRE CONTROL 
a 

* 





Sectional view showing heating 
unit of the 2000 series, super- 
heavy duty. Made in 7 sizes. Built 
into a cabinet of burl walnut 
porcelain enamel finish. Hand- 
somely designed, in keeping with 
the efficiency of the unit. 


MORE HEAT—LESS FUEL 


CHEAPEST IN THE LONG 


RUN 
USE THIS COUPON FOR DETAILS 


SIMMONS HARDWARE COMPANY, St. Louis, Missouri 


SIMMONS HARDWARE CO. 
ST. LOUIS, MO. 


Please send me the full information regarding your dealer 
selling plan on Simmons Ranges and Circulator Heaters. 


Pe ee ee ee 
Zz 
a 
3 
@ 


oa ‘ , ~ / ! me $ v the aie cits bdnbcdseacdeanwswensded da dde 
ICE Is orgotten.”” 
—E. Ca SIMMONS la 
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LET’S TAKE AN 


K veready 


AND SEE WHAT 
MAKES IT SELL 
SO. FAST 





THERE must be a good reason why Eveready Flashlight 
Batteries outsell all other brands combined. That 
reason—from the public’s standpoint—is brighter 
light for a longer time. But let’s see why Evereadys are 
brighter — why they last longer. Let’s rip one apart. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Unis of Union Carbide UCC and Carbon Corporation 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 





DATED FOR FRESHNESS 
AND FULL POWER 
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Off comes the label! But don’t throw it 
away. Because that label is more than a 
label! Let’s peel it apart and we'll find 
a layer of chip-board . . . then a layer of 
asphaltum ... then another layer of chip- 
board. This Eveready label really acts 
like a gum-boot for the battery. It is 
a patented feature and prevents, to a 
marked degree, any penetration of chem- 
icals from exhausted cells. Also, since this 
label is impervious to water, it prevents 
short circuits due to moisture—a safe- 
guard for your customer’s flashlight. 





Where do we go from here? Let’s look at 
the top of the Eveready. It’s metal! Other 
batteries have a wax-compound top which 
may crack, break, and bulge—letting the 
power leak away. But how can metal 
crack and leak? No wonder Evereadys 
last longer! 
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: Baanery apart 
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Let’s take a chisel and get the metal top 
off. We come to a little red washer. Put 
it aside for the time being. Here’s what 
we want to talk about—the contact point. 
Look closely, and you'll see a nipple on 
top. It’s called the “projecting tip.” If a 
series of batteries in a flashlight isn’t se- 
curely connected, the light will be weak 
and flickering. Eveready’s “projecting 
tip” makes a solid connection! 





Remove the tip, and we come to another 
washer—a big, black one. Put it with the 
red washer, and forget them for a minute. 
Now, what’s next? The heart of the bat- 
tery. Here are the power-making mate- 
rials. Forty years of experience stand be- 
hind the ingredients and the formula 
used in mixing those light-making mate- 
rials. It’s the most powerful combination 
that has been put into a flashlight battery! 


What's left of the Eveready now? Well, 
here’s a metal container. Let’s take a mi- 
crometer and measure the thickness of 
the metal (zinc). It’s the same in every 
spot. That may not mean much to you. 
But a chemist could tell you that the 
uniform thickness and grain structure of 
the metal insures uniform consumption 
of power in service. He would say that 
makes Evereadys last longer! 





Here’s something else—inside the can. 
Let’s fish it out. It’s another Eveready 
patented feature. The “Star Washer.” It 
centers the mix body (No. 4) and insures 
uniform distribution of the electrolyte be- 
tween the zinc (No. 5) and mix body. 
This results in uniform electro-chemical 
action over the entire active inner surface 
of the zine can, thus providing uniform 
current flow and full life. 





Let’s get hold of that Eveready label again. Look on the side and you'll see a 
date. It’s protection for you—and your customers. You both know that 
Evereadys are fresh—rammed to the rim with all the power that was put in at 
the factory! And this is why Evereadys are worth the 10c you get for them! 
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Here are those two washers—the big black 
one; and the little red one. The metal 
cover (No. 2) is insulated from the brass 
cap (No. 3) by this little, specially treated 
red-fiber washer. It makes a tight closure 
for the top of the cell at both center and 
outside edge. Prevents loss of moisture 
from within. Full shelf life. 

The black washer beneath the metal 
top is a special grade of water-proof 
board. It stops absorption of chemicals 
in the cell and prevents their contact- 
ing the top of the cell. Thus, the dangers 
of top leakage are greatly reduced. This 
washer also serves to center the electrode 
in the can, and co-operates with the “Star 
Washer” to center 
the mix body (see 





EXTRA 
LONG LIFE 
BATTERY 
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Each pair packed 
in attractive 
individual package 













No. 5 
For Boys 
and Girls 







No. 4 
For Children 





An Outstanding Year For Roller Skating! 


During June it was estimated that fully 100,000 persons were 
roller skating in New York City alone. It is believed that the 
popularity of Roller Skates in this and other large centers of the 
country will result in appreciably larger sales during the current 
year. 


The Department of Commerce figures showing Roller Skates sold 
per year indicate the tremendous popularity of Roller Skates. 
The present year is certainly proving satisfactory. 


UNION HARDWARE 
Ball-Bearing Extension Roller Skates 


have contributed a large share in both sales and enjoyment to 
skaters. Many dealers are profitably handling the Union line. 
There are plenty of roller skating days ahead before skaters will 
be changing to ice skates. 


Our pledge is to continue to supply the same dependable quality 
in both roller and ice skates that has characterized Union Hard- 
ware products for more than half-4-century. 


The name Union Hardware is your assurance of the best value 
obtainable at the price. Your Jobber will supply you. 


TORRINGTON, CONN. 
ARDware Coan Established 1854 
Reg. U. S. Pat. Off. New York Office 151 Chambers St. 


Sold by 
all Jobbers 





130L. Same as No. 130, except with 


No. 6 g Full Strap Leather Heel, Narrow Clamps 
For Girls at Toe. 











14 HARDWARE AGE 



























T'S apparent everywhere, this new development of 

business activity. Apparent in the steadily increas- 

ing flow of money to retail channels, in the mounting 
employment that makes buying power possible. 


It is apparent, also, in the public determination to 
pass up ‘‘price’’ merchandise—and to make every 
dollar purchase the utmost in quality and service. The 
dealers selling quality products are bene- 
fiting by this condition. 


Cyclone “Red Tag’ Lawn Fence and 
Gates have a nation-wide reputation 
for quality and an enviable record 
for obtaining and holding customers. 
You need spend no time 
introducing it. Just dis- 


It is wise to show 


and push Cyclone play it prominently and 
“Red Tag” Lawn 
Fence, for years the en joy a steady turn-over and 


leading seller be- 


f its high 
_ consistent profit. 


clone 


REG. U. S. PAT. OFF 


CYCLONE FENCE COMPANY 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
General Offices: Waukegan, 'Ilinois 
BRANCHES IN ALL PRINCIPAL CITIES 
Pacific Coast Division: 

Standard Fence Company, Oakland, Cal. 










_ Cyclone “Red Tag’”’ 
Gates to match 

fabric in various 

heights and widths. 


t 
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WHEN THE DEMAND 
1S FOR STRENGTH 


HE heavy sliding door finds a worthy master B | G 
in the Big 4 Door Hanger. Ruggedly con- 


structed with a heavy embossed hood to give 





























added strength, the hanger wheels glide smoothly 


along on steel roller bearings, free from friction. W | N S | 








A braced rail that cannot sag provides an even, 





perfect tread for this smooth-operating hanger. 
This feature of a specially designed braced rail to function perfectly 
with a hanger insures trouble-free installation for heavy sliding doors. 


National 


The No. 28 “Washburne” Sliding Door Latch is another hardware item that 
fits in admirably well with the Big 4, and it is adapted for use on either 
right- or left-hand sliding doors. 





Big “4” Flexible Door Hanger 





The Nos. 16 and 17 Barn Door Bumpers are two distinctive types designed for 
sliding doors. They are built to withstand hard usage. Their supe- 
riority as compared to wood bumpers cannot be overemphasized. 


“Braced” Rail 


As an aid to smooth operation the No..18 Stay Roller is a worthy 
accessory to include with sliding door installations. In addition to 
having other exclusive features it is reversible and adjustable. 


The buying trend is for National hardware. Join the,growing list of 
sales representatives carrying this popular line of builders’ hardware. 














MY National 
‘AN : NSIDE makes hardware to 
Pan bb a NATIONAL MFG.CO. setve every building 


purpose—a complete 
line. The items be- 
low are all big sellers: 
Sliding Door Hangers 
Sliding Door Rail 
Garage Hardware 
Door Latches 


No. 17 Barn Door Bumper 





No. 28 “‘Washburne” 
— Sliding Door Latch 





National hardware is sold direct to the 


retail dealer—a policy that promotes qual- Given Sabha 











ity, service and direct selling cooperation. Sisan and’ Tae Hitents 
Half Surface Butts 
> Mortise B 
N a tl oO n a | PS cers eis 
f a Cupboard Turns 
Manutacturing Company Sash Locks 
Sash Lifts 
No. 18 Stay Roller Sterling, Illinois 
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BY THE WAY... 


I was in a machine shop the other day and noticed a mechanic 
trying to cut down a steel shaft with a piece of Emery Cloth—a hard, 






slow job. 





Asked why he did not use Aluminous Oxide 
Cloth, which would do three times the work in 
half the time, he said, ““What is Aluminous 
Oxide?” 

I told him, and he then remarked, “‘It’s a 








wonder my hardware dealer hasn't told me 


about this!” 







It certainly is a wonder to me that hardware 





dealers let this very profitable metal-cutting 






cloth business pass around them to the mill 






supply jobber or to the manufacturer, when they could easily enough 






get most of it by simply asking their local shop-men for the trade— 





first having acquired, of course, enough knowledge of the various 






shop abrasives to sell them. 
I will gladly send our booklet, ‘‘Coated Abrasive Materials,’’ and 


our © Trade-Name Identification Card,”’ to anyone 








who writes for them—together they tell the whole: 






story about Abrasive Papers and Cloths. They’re 





free, of course. 
















E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 


CLOVER MANUFACTURING COMPANY | Green-Stripe Sandpaper. 
| Red-Stripe Turkish Emery Cloth—for polishing. 


NORWALK, CONN., w.S..Aw | Yellow-Stripe Aluminous Oxide Cloth—for cut- 


| ting hard metals. The universal shop abrasive. 


| Orange-Stripe Garnet Paper—for wood-working. 































































SANDPAPERS 
| Orange-Stripe Garnet Cloth. 
METAL-CUTTING PAPERS AND CLOTHS | Clover Grease-Mixed Grinding Compcund. 
WOOD-WORKING PAPERS AND CLOTHS | Clover Water-Mixed Valve-Grinding Compound. 
Name 
CLOVER GRINDING AND LAPPING COMPOUNDS Pra 
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“Destin ghouse 
is telling 


11,000,00 
PEOPLE 


_ to look for, 
THIS SIGN 


wae 
ESTINGHOUSE Mazda Lamp Advertising “< 4 ‘F ; 
in the Saturday Evening Post has takenhold. g¢ Ly 
The 11,000,000 Post readers are learning to avoid 
Mr. Liar Lamp and buy only the truly econom- . 
ical Westinghouse Mazda Lamps. #) 












Now another forward step is being taken. Every J 
Westinghouse Mazda Lamp ad in the Saturday O- ) 
Evening Post during the Fall campaign will show J 8) 

| this emblem and the wording ‘Look for this ‘ 
emblem when you buy lamps”. It is the mark of an 
authorized Westinghouse Mazda Lamp Agent. 


Dealers displaying this emblem will cash in on 
the lamp demand created by the startling West-, 
inghouse advertising. It is going to mean more 
business for Westinghouse Agents. 


WATCH WESTINGHOUSE 


Westinghouse is going to launch 
a remarkable sales drive this Fall. @ 
The Saturday Evening Post adver- 
tising with its effective dealer tie-in 
is only one feature. There are many 

WESTINGHOUSE LAMP COMPANY others which will mean more busi- 
30 ROCKEFELLER PLAZA, NEW YORK CITY ness for Westinghouse Agents. 


Westinghouse MAZDA 
TRULY ECONOMICAL LAM P ~ 
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Write now for complete details concerning the 
Westinghouse Mazda Lamp Franchise. Westing- 
house’s Fall Plans make this franchise the most 
desirable. A Westinghouse representative will »} 
be glad to explain this Fall Campaign to you. FF 
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ExpERIENCE has proved that many so-called 
electrical labor-saving devices are labor saving in 
name only. More time and energy are consumed 
in assembling and adjusting them than is saved 
by their operation. Many kitchen tasks are done 
more easily, more quickly and more simply by 
hand operated appliances and other tasks are best 
done by motor driven devices. 


The ideal appliance for each task, both electrical 
and hand operated, are now combined in the New 


Universal Kitchen Helper 


The most practical mixer with the most 
sensible attachments ever devised — 
Easy to operate —Easy to clean—No 
glass to break—No difficult assembly 
or ocjesiments to complicate its uses. 


ndard Set, Include nd, Motor, Mixing Unit, Be 
nder, Two Bowls and Juicer an nd Chonpe Atte chments $19.95 


FUNIVERSAL} 


WE DO OUR PART No E796 aos Stenderd Sc ae V stable Slicer and 
Shred Po icer and Cofee G ttachments, $27.50 


LANDERS, FRARY & CLARK 
NEW BRITAIN, - - - - CONNECTICUT 


wren 





U.S. 
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FOOD AND MEAT CHOPPER 
No. 902 $2.00 





JUICE EXTRACTOR 
No. 901 $2.00 





VEGETABLE SLICER 
AND SHREDDER 
No. 903 $3.50 





POTATO RICER 
No. 904 $1.25 





COFFEE GRINDER 
No. 905 $3.00 









“OUT TALK” EXPERIENCE 


» itsactualresults | k 
. that sell fencel | I 


IT'S HARD TO 


























A LABORATORY test proves so and so—a metal- 
lurgical experiment demonstrates something else. 
All well and good—and necessary in the interest 
of quality. But—and this is the biggest ‘but’ 
you ever heard of—such claims alone do not sell 
fence on a permanent, staple basis. Today—as in 
the past—a great majority of farmers purchase fence 
on the dictates of experience—on its time proved 
record of performance—on its demonstrated ability 
to serve longer and more economically. The fence 
they choose is Zinc-Insulated Fence—the largest 
selling brand in the world. Capitalize on this great 
preference. 























"Wii  _—s 





Zinc-Insulated Fences . . Steel Fence Posts. . American 
Steel Gates. . Banner Poultry Fences . . Protector Poultry 
Fence .. Netting .. Bale Ties .. Nails, Tacks, Staples... 
Barbed Wire . . National Expanding Anchor Dirt Set 
End and Corner Posts . . Wire Clothes Lines . . Wire of 
all kinds. 






















EEL & WIRE COMPANY 








AMERICAN ST 


208 South La Salle Street, Chicago SUBSIDIARY OF aren IRS stares STEEL CORPORATION enh Cosh Site Bide. New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES irst National Ban g., Baltimore 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, San Franéisco Export Distributors: United States Steel Products Company, New York 
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FREE 


REPEAT SALE 


INSURANCE 


To get a customer into your store again you 
have to be sure he gets his money’s worth the 
first time. Take no chances when he wants 
hangers and track—sell him “Glide” and IN- 
SURE his coming back for more. , 


“Glide” has been the fastest selling hanger 
and track for over 15 years. Here’s why: its 
many exclusive features make selling easy; it 
costs no more than ordinary types; its one- 
piece track construction simplifies stock and 
saves expense. 


It will pay you to investigate “Glide” now. Be 
prepared for this fall’s trade. Write Dept. 
HA-9 for complete information and prices. 


FRANTZ MFG. CO. “GLIDE” HANGER No. 1 


Sterling, Illinois Steel roller bearings and axles in 
“_— “Glide” Hangers assure years and 
“Glide” b lied t = 
any Sutin, aiipeadlibed of a years of smooth, easy operation on 


— becau *s the the heaviest door. ‘Glide’? Hanger 
anger rop-st: t . . 
on the tnchin. Wete the No. 2 has an adjustment device for 


one-pie t ti f ss “13: 
“Gis ie ec, is bees raising the door should the building 


kets or braces are needed. sag or the floor be raised by frost. 








feature 
Unusually Comfortable Rooms 
and the 
Finest of Foods 


Another STRONG point about the TUCKER’WAY all wood siting 
chair is that it won't rattle and give the sitters or those arby 
the jitters. It is as strong as an ox, won't caye in, tilt, "break 
through even if you stand on the slats. 

Natural finish (beech) or in vivid colors. You can leave it in 
the rain; it won’t turn white, nor warp; it can’t rust. No metal 


stampings to get loose, come off, catch one’s clothing, pinch the 
fingers or the seat. 


Well 
Built 


The chair that’s ea to open one *. to close (with the foot). 
Easy to stack (folds. "nat) ond EASE-y to sit in—exceptionally wide 
seat and back. Regular and P— sizes, singly or in rows. A 
real piece of merchandise that is well established and going over 
BIG everywhere. Genuine profit for you. 

Sell to theatres, your ee! of Commerce, and other oe 
Write for dealers’ dope! Let us send sample chair (No free 
samples—may be returned or kept as part of order.) 


Write Tucker, the Chairman. 


een eee | TUCKER DUCK & RUBBER CO. 
De Witt Operated Hotels Folding Furniture, ge A Pads, Paulins, Tents, 
are Located in the §2 Dept. D-20, Fort Smith, Arkansas 


Heart of their Respective Cities 
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CUNbIN 


(yon Sumbler 
Exrropep Metat PADLOCKS 





and proven 





Provide exclusive 
additional security 


thru special 
features in 
pin tumbler 
construction. 
They are 
truly an 
achievement 
in locking 


service. These locks have 
been tried for many years 


trustworthy 


under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN,., U. S. A. 


NEW YORK 


CHICAGO 


PHILADELPHIA 
















May We Send You Our New Catalog 
and Price Schedules? 

















































CHESTER PLANT 
CHESTER,PA. 


WA.GIBBSeSON | 


INCORPORATED 

















TRIUMPH TRAP DIV. 





ONEIDA,NY. 








SET SCREWS 


CORBI 


Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 


BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 


THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


New Britain, 


Conn. 


Warehouses: 


New York Chicago 
Philadelphi 











ARM income is 

UP! Thousands 
of worn out lan- 
terns will be re- 
placed with new 
ones by farmers 
and other users as 
days grow shorter. 
Dietz Lanterns 
ALWAYS SELL 
— never LOSE 
VALUE. Complete 
your stock NOW 
for Fall Trade. 


R. E. DIETZ COMPANY, NEW YORK 


Makers of Lanterns for the World—Founded 1840. Output Distributed Through 
the Jobbing Trade Only. We Do Not Sell Mail Order Houses and Chain Stores. 
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STANLEY 






HAND TOOLS 


NEW BRITAIN, CONN. 





REYHOUND TRAILER BUS 











A Grand Slam 


in sales 





Copyright 1933 
A.M.Co. 





The Toy sensation of the World's Fair . .. this new 
GREYHOUND TRAILER BUS. Distribution to visitors 
from all parts of the country will insure a wide demand 
for this item during the approaching holiday season. 
It sells wherever displayed. Looks just like its big 
brothers . . . the real Greyhounds . . . used at “A Cen- 
tury of Pregress Exposition.” 


Made in four sizes 
to retail at 


25¢, 50¢, 75¢, and $1.00 


All equipped with rubber wheels, with colored discs. 
Order from your jobber 


ARCADE MANUFACTURING CO., Freeport, Ill. 


ARVADE ft. TOYS 


“They Look Real” 
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Th COUNSELOR 


Here is a bathroom scale so alive that it fairly Jumps off 
of your shelves. Itc astounding low price intrigues. 


Its high quality clinches the sale. Never has there been a 
value to equal it. 


LEADING STORES FEATURE IT 
“‘Repeat business’ is constant from many leading stores. 
For example: a_bi hicago store has reordered {1 times 
in 8 months. That's turnover. 


SEND FOR SAMPLE AT OUR RISK 
See the scale ... lift it . . . jump on it. t its 
n 


- . tes 
accuracy... then return it at our expense if it isn’t the 
best value you ever saw. 


THE BREARLEY COMPANY _ Rockford, Illinois 


Represented in New York by 


LOEB-STERN, INC., 19 N. 23rd St. 

































SCOOP 


One to three times its purchase price is spent on 
the Scoop each working day. 


Its original cost is unimportant if the Scoop is 


more work. 


This is what your customers are looking for, and will 
will find in A B W Scoops. 


AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 












LET i A a a a LES: 
24 


EASTERN PATTERN | 


lighter, better balanced and tougher—it turns out | 


| UNRETOUCHED PHOTO 1” MESH NO. 20 WIRE 


| 
| 
| 





READY 


When You Are 


= & 


Specified by Leading 
Architects 
Sold by Builders’ 
Hardware Dealers 


For Replacements 
or New Construction 


THE OSCAR C. RIXSON CO. 
4450 Carroll Ave. 
Chicago, Ill. 


* 


New York Office: 
2034 Webster Ave., N.Y.C. 


Philadelphia Atlanta 


New Orleans San Francisco 


The Enduring Line of 


HARDWARE 
SPECIALTIES 











Neo. 4% Casement Operater l 





Thresholds of Extruded Aluminum 
or Architectural Bronze 
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WIRE NETTING 





Mu tipLte Continuous Twist by the 

Wright power looms gives regular 

hexagonal mesh, securely and perma- 
nently locked in place. 


All Wright products are made from copper 
bearing steel. 


G. F. WRIGHT STEEL & WIRE CO. 


WORCESTER, MASSACHUSETTS 


WIRE LATH 


WIRE CLOTH 


CHAIN LINK FENCE 
WIRE CLOTHESLINES 
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St 


_>’ RIVETS 


represent a small but vital item... Protect 
the quality of your product . . . specify 
rivets made by Tubular Rivet & Stud 
Company .. . they are true to gauge — 
thoroughly dependable—available in 
various styles and sizes... The products 
of Tubular Rivet & Stud Company are the 


perfected result of many years of scientific 


~ manufacture ! 





TUBULAR RIVET & STUD CO. | 
BOSTON, MASSACHUSETTS 3 








The largest faci in the world devoted to 
the uttaiees af tabaiee and Clinch Rivets 


SEPTEMBER 14, 1933 















STERLING 


FI ELD FENCE and 
_._. SUPER-T 






The purchasing of Basic Farm Neces- 
sities of which Fence and Posts are 
charter members, has been sadly 
neglected the past Four years. On 
six million or more farms their need 
is essential for successful farming 
ine ee general fence repairing and 
new fencing projects will be getting 
under way this Fall. The necessity 
of good fencing, plus the willingness 
of our Government to give compen- 
sation to those farmers reducing acre- 
age assures a new era of needful and 
increased agricultural buying 
power. 



























Sterling Field Fence and Super-““T” Posts have 
been “Field-Tested”’. . . . their quality has been 
proven over a period of years by giving de- 
pendable service. No exaggerated claims are 
made to confuse the dealer or his trade. All 
Sterling Field Fence and Steel Posts are GOOD 

. this has been proven by their growing 
popularity and continual usage in every agri- 
cultural seciion of the country. 


A complete line of light and 
heavy Field Fence and Poultry 
Fence is manufactured under 
the Sterling Trade Name. 
Write for details and price in- 
formation. 







Northwestern Barb Wire Co. 
Since 1879 
Sterling - Illinois 























SS IS “THAWING OUT” 





LOWLY in some places and 
faster in others but surely enough 
so that every alert Hardware Dealer 
should be very definitely anticipat- 
ing future requirements. And this 
year the wise buying of “futures” is 
doubly important on account of the 
very real savings to be made at 
present prices. 






















Our warehouses are filled with mer- 
chandise purchased for much less 
than it could be replaced today and 
those dealers who place their future 
requisitions with us now are placing 
themselves in the strongest possible 
position: 


BE THRIFTY—BUY NOW! 





THE GEO. WORTHINGTON CO. | 
18298 CLEVELAND 1933 | 
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Rach out 


for the Dimes| 


How many Dimes enter 
and leave your store 
every day?------- 










HY waste time reaching for the moon. Far better it is to reach 

out and get those dimes that enter your store every day. A display 
carton of Gottschalk’s Metal Sponge placed in a prominent position on 
your counter will bring many a dime into your cash register that would 
otherwise walk out in the customer’s pocket. 


Gottschalk’s Sanitary Metal Sponge is the original metal scouring device and is 
endorsed by thousands of women’s clubs and organizations from coast to coast. 


Fill out the coupon below and we will send you a Gottschalk’s Metal Sponge free. 
Use it in your own kitchen. We know that you will then unhesitatingly recommend 
it to your friends and customers. 


In addition to Gottschalk’s Sanitary Metal Sponge there are two other items in the 
Gottschalk line, namely, Kitchen Jewel and Hand-L-Mop. Every modern household 
needs all three items. 


METAL SPONGE SALES CORPORATION 


Lehigh Avenue and Mascher Street 
PHILADELPHIA, PA. 


Mail This Coupon Today! 


METAL SPONGE SALES CORPORATION 
Lehigh Avenue and Mascher Street, Philadelphia, Pa. 
Gentlemen: 
Without obligation, send me absolutely free a Gottschalk Metal Sponge, 
for my personal use. 


‘ 
| 
| 

NAME | 
| 
| 

d 





ADDRESS 
CITY STATE : 
JOBBER— 
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GIANT TRADE-MARK CUT-OUTS | 
DOMINATE HIGH SPOTS... 





Cover the Earth’ 
atthe ilifliii| 
World's Fair TOUAAEP Te WP, Pere re 


ane #8,9,,408)9 0,800.9. 
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@This giant Sherwin-Williams trade-mark dential sections south of Chicago’s “loop” — 
is located just outside the grounds of “A and always an arterial connection with the 
Century of Progress” at Chicago, where it main transcontinental and state highways 
works day and night—every day andevery _to points East and South of Chicago. 

night—reminding millions of the greatest 
name in paint. It’s a “double-action” sign. > : 
A few feet to the west of it approximately been erected at super-strategic points thus 
475 Illinois Central passenger trains pass far in this year’s outdoor advertising pro- | 
daily, carrying thousands to and from busi- gram—a typical example of the 
ness—to and from the World’s Fair. Onthe — type of help that Paint Headquar- 
east is Chicago’s famous Outer Drive—now ters Merchants throughout the 
a direct route to the Fair Grounds—always land get from the Home Office at 





This is one of 150 similar signs that have 


us 





THE SHERWIN-WILLIAMS Co. 


CLEVELAND, OHIO 
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Cast lron Utensils, 


& THIS FREE 
DISPLAY CARD 
SELLS SKILLETS 
ON SIGHT... 


IT WILL PAY YOU TO FEATURE GRISWOLD CHROME WARE NOW. To help 


you make quick sales we furnish large chrome ware cut-out display cards in strik- 


cw 


a ing colors (size 17” x 25”). This card hol.'s a No. 8 Chrome Skillet so your customers 








cannot help seeing it. Free chrome booklets ... newspaper tie-up mats available. i the chrome finish is ” 


Here’s a 


sure-fire promotion ag 


for your Fall Sales 


pure Griswold Cast Iron. 
This virgin iron spreads heat 
evenly—holds heat longer— 
saves cooking fuel. Griswold 
Skillets, Griddles. Dutch Ovens 
come in chrome finish—ready for 
instant use. Start your chrome 
set now before prices advance. 
“and remember Griswold 
Cast fron lasts a lifetime” 





Many housewives still prefer Griswold 
18h Ware in the plain finish. Jt costs” - 
less! Like the chrome finished utensils, 


PAGE HIGH ADVERTISEMENTS IN LADIES HOME JOURNAL AND Sound teas ar eet aan 


meats. Visit the special displays of 
Griewold utensils at your hardware 


COUNTRY GENTLEMAN REACHING 4,214,904 HOUSEWIVES. ~ asgaread arcane 


GAIN The Griswold Manufacturing Company leads its industry in increasing a 
dealers’ sales . . . increasing dealers’ profits. This full campaign in both 


Ladies Home Journal and Country Gentleman will sell more Griswold Ware for 


every type of dealer, in every sized community. The combined 


GRISWOLD 


THE CRISWOLD MFC, CO., ERIE, PA. 


D 




















circulation of these two magazines blankets the country — 
reaches the majority of better homes in big cities . . . smaller 
towns ... rural communities. Read the first advertisement 
shown here. Notice Aunt Ellen, who is known to thousands 
of housewives, is ever present, helping to solve the cooking 


problems of the women in your community. 


A No. 8 CHROME SKILLET TO RETAIL 
FOR ONLY $1.69 





FREE SALES HELPS... MAIL COUPON TODAY 


The Griswold Manufacturing Co. 
Erie, Pa. 


Please send me the following free sales material. 
[|] New Chrome Skillet Cut-out Display Card. 

(] Chrome Booklets. [] 414" Newspaper Mat. 
Name.. 


Address 
Name of your jobber 








Slightly higher in South and West 
30 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ne Hardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook, freight car 
loadings, circulation of 
money, building progress, 
employment, etc.. and 
dealing with specific price 
trends, demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Gillette Safety Razor Co., by 
widespread newspaper announcements 
on August 28th, reduced consumer 
prices on Gillette blades—Regular, 
Blue, Valet and Probak. The new re- 
tail prices are twenty-five cents for the 
five-blade packets or forty-nine cents 
for ten—comparing more _ favorably 
with the rate on competitive blades. 
Dealer costs are reduced to $3.68 per 
carton, or $3.75 rate for less than full 
cartons. Before this reduction, Gillette 
blades sold to the dealer at from $6.00 
to $7.00 per carton. Retailers’ and job- 
bers’ stocks are to be protected by ad- 
ditional supplies of free blades to cover 
the reduction in price. 

* * * 


American Steel and Wire Co. 
have mailed new price sheets on nails 
and allied wire products, effective Au- 
gust 29th, and covering shipments to 
October first. Payment terms are 
thirty days net, less 4% of 1 per cent 
discount for cash in ten days, replac- 
ing the long established 2 per cent ten 
day terms. Prices for straight car- 
loads and for L.C.L. shipments are un- 
changed. Mixed carloads (two or more 
products) are reduced ten cents per 
100 Ibs., and may now be had at the 
same as straight car prices. Joint car- 
loads (purchased jointly by two cus- 
tomers) are also reduced ten cents, to 
a basis now only ten cents above the 
extreme, or straight car, figures. 

e & 


Sheet steel quotations, effective 
August 29th, show several changes in 
the extras for quantities, and some in 
the gage differentials. Base prices are 
unchanged for the present, though de- 
liveries are not being extended past 
September 30th, and increases thereaf- 
ter are expected. Practically the only 


changes in steel prices at this time 
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With Which is Combined 
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_____ HIGHLIGHTS 


have occurred in cold-rolled sheets, 
fender stock, and in plates, shapes, 
and bars. 

* & * 

Pig iron producers have ad- 
vanced prices of foundry grades fifty 
cents to one dollar per ton for ship- 
ment up to October first, bringing cur- 
rent prices $2.00 above the low mark 
reached earlier this year. No action 
has as yet been taken toward fourth 
quarter prices. 

* & * 

The Copper and Brass Mill 
Products Association, at the hearing on 
that industry’s code in Washington, 
stated that employment at the fabri- 
cating plants had increased 6500 since 
January first, 4200 added due to in- 
crease in business and 2300 by the 
operation of the NRA reemployment 
program. The total number of em- 
ployees was 23,782 on August 15th, 
compared with an average of 28,324 in 
1929. 

* * * 

Wire brads and miscellaneous 
nails were slightly revised on August 
29th, by the withdrawal of the recently 
effective freight allowance from Cleve- 
land, Ohio, as the general basing 
point—by the establishing of a Chicago 
price 21% per cent higher than at 
Cleveland, and by the substituting of 
1% of 1 per cent ten day discount terms 
for the formerly ruling 2 per cent ten 
days. 

* * * 

Chas. F. Baker and Co., makers 
of ‘“Holdfast” cobblers’ nails, have 
bulletined their customers in regard to 
an impending advance on their com- 
plete line, due to the effect of NRA 
rulings upon costs. Final orders, for 
moderate supply, will be accepted up 
to September 15th at the low prices now 
prevailing. 


August cash register sales of the 
National Cash Register Company 
reached $1,612,350, the largest for any 
month since October, 1931, and ex- 
ceeding May, 1933 (this year’s next 
heaviest month), by 17 per cent. The 
large August sales resulted from heavy 
buying by small business firms—not 
from a few large orders. 

* # * 


August hardware sales were sub- 
stantially ahead of the same month a 
year ago, and the same is true of col- 
lections. Part of the increase in sales 
is due to shipment of seasonable mer- 
chandise sold on dating. The increase 
in jobbers’ sales is thought to be due 
more to retailers filling gaps in in- 
ventory, and stocking up in anticipation 
of higher prices, than to an increase 
in consumer purchases. Salesmen re- 
port that business could be still fur- 
ther improved if retail hardware deal- 
ers, had the money and credit to 
further increase their inventories. In 
spite of recent purchases, retail stocks 
as a whole are considerably below nor- 
mal, both in dollars and cents and in 
physical volume. 

* * * 


Department store selling for 
July, reported by the seventh Federal 
Reserve district, makes interesting com- 
parisons of classified sales, showing 
what people have been buying lately. 
The percentages compare with July, 
1932. Furniture sales gained 27.2 per 
cent, china and glassware 39.7 per cent, 
housefurnishings 1% of 1 per cent, sil- 
verware and jewelry 4.2 per cent, and 
sporting goods lost 20.1 per cent. 

* * + 


Household electric refrigerator 
sales in July broke all previous records 
for the month, the Edison Electric In- 
stitute reports. Sales totaled 128,217 
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units, compared with 28,785 in July, 
1932, and 101,974 in the same month 
of 1931. 

* * * 

Westinghouse Electric and Mfg. 

Co. report their washing machine busi- 
ness for the first six months of 1933 
as thirty per cent better than that of 
the entire year of 1932. Vacuum 
sweeper business to date is 88 per 
cent better than for all of last year. 
The volume of orders now being re- 
ceived daily is equal to three days pro- 
duction of the plant, thus providing a 
substantial backlog of business. 

* - * 


F. W. Woolworth Company for 
the first 26 days of August showed 
volume about 11 per cent ahead of the 
corresponding period of 1932, follow- 
ing a 7.9 per cent gain in July. June, 
with a monthly gain of 2.2 per cent, 
was the first month in which Woolworth 
experienced a sales gain in twenty- 
three months. 

* * * 


Oiled clothing, sslickers, etc., 
sharply affected by the rise in cotton 
costs and in waterproofing materials, 
and by the new wage and hour stipu- 
lations, have been advanced about 
fifteen to twenty per cent by A. J. 
Tower Co. and others. 

* *& * 


Golf ball prices are pointing 
higher. No changes have yet been an- 
nounced on leading first line brands, 
but some advances have been put out 
on the cheaper grades, by minor mak- 
ers. It is confidently expected that the 
great increase in all costs must raise 
prices eventually on all qualities. 

* * * 


More than 2000 employees of 
the Waterbury Clock Co. and the 
Ingersoll-Waterbury Co. benefited Sep- 
tember 5th by a 15 per cent increase 
in wages. It is the second 15 per cent 
raise given by both plants since June 
12, 1933. The companies announce 
that some of their largest buyers have 
taken advantage of their privilege to 
cancel orders, due to the increase in 
clock prices, but predicted that such 
loss in business will be only temporary. 

* * * 


Tool lines made by Stanley, 
Millers Falls, and others are quoted at 
an advance averaging approximately 10 
per cent. Higher-priced items will run 
about five per cent increase, and on 
the Stanley “Defiance” line probably 
as much as 15 per cent. Prices have 
been withdrawn on steel squares by 
some sellers, and higher schedules are 
in the making. 

* * * 

Folding rules have been ad- 
vanced about 10 per cent by leading 
makers, restoring the prices to about 
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the basis ruling before the decline last 
spring. Some competition numbers 
were marked up more strongly. The 
sales inroads of imported rules have 
been considerably eased by the radical 
rise in foreign exchange, and Amerti- 
can makers feel freer to establish 
prices on a profit-paying basis. 
* & 

Bridgeport Hardware Mfg. Cor- 
poration announced new prices Sep- 
tember first on their line of tools— 
varying from five to ten per cent higher. 

* * % 

Sears, Roebuck & Company has 
raised prices on farm implements, the 
rise being about 20 per cent on plows, 
tractor disc harrows, rotary hoes and 
cultivators. Prices on corn planters 
were advanced about 30 per cent and 
the Bradley mower about 10 per cent. 
Increases of varying amounts affect 
practically the entire list. 

* & *& 


Higher prices now prevail on 
pitcher-spout and_ set-length force 
pumps, on Eureka brass, all-iron and 
brass-lined cylinders, and on water con- 
ductors—averaging 10 to 15 per cent 
above previous quotations. This was 
the first mark-up on pumps and extras 
during the current recovery movement. 

%* % 


Hose accessories have taken an 
initial rise, ranging from five per cent 
on brass clamps, and 744 to 15 per 
cent on sprinklers, to about 1714 per 
cent on leading items of nozzles. Mak- 
ers claim that their actual increases 
in material and labor costs are only 
partly covered, and that further ad- 
vances can hardly be avoided. 

* * * 


Effective September first, a gen- 
eral increase in chain prices, of about 
15 per cent, followed the filing of that 
industry’s code, with new costs imme- 
diately operative. Jobbers’ fall stocks 
are in generally good shape for the 
demands of an expected early season. 
Dealers not yet covered may still be 
able to place their requirements by 
prompt action. 

* * * 

Steel-cored gas tubing is quoted 
about 15 per cent higher, with a rise 
of about 20 per cent on the flexible 
bare-steel type. Asbestos table pads 
and stove mats have been advanced 
by several manufacturers, in varying 
percentages. 

~ ca * 

Steel wool has taken a sharp ad- 
vance since the new code has been 
agreed on. The increase, ranging 
from 20 to 50 per cent, seems unusual- 
ly large, but steel wool manufacturers 
are said to have been operating with- 
out profit for a long period, owing 
to disastrous price-cutting competition. 


Bicycle manufacturers have 
raised quotations on complete assem- 
blies from 10 to 15 per cent. Lead- 
ing accessories have risen at least a 
similar extent, by numerous changes 
at recent dates. 1933 has been a year 
of most satisfactory selling volume for 
bicycle makers and distributors. 

* * * 


National Screw & Mfg. Company 
and others mailed new price lists, ef- 
fective August 28th, on bicycle spokes 
and nipples, with an average advance 
approximating 15 per cent. 

* & # 


The advance in cotton, plus the 
processing tax and increased costs of 
manufacture, have brought about an in- 
crease of approximately 80 to 90 per 
cent in the latest prices quoted by man- 
ufacturers of cotton gloves. These 
prices have been only partly reflected 
in jobbers’ current quotations. 

* * * 


Electrical schedule material 
(wiring devices) advanced September 
5th about 25 per cent. Manufacturers 
of electrical equipment have kept dis- 
tributors busy recording and sifting the 
many and frequent price changes an- 
nounced, and the end seems not yet 
in sight. 

* * * 

New prices on Deflektair window 
ventilators, and on similar grades, are 
about 10 per cent higher. Advanced 
schedules are expected soon on the 
cloth-filled styles, with a similar or 
greater mark-up. No changes have 
been issued as yet on the better qual- 
ity all-steel ventilators. 

* & & 


Wrought washer manufacturers 
have advanced prices about 50 cents 
per 100 lbs., with freight allowed up 
to 40 cents on 400 Ib. orders. In the 
past, quotations have been f.o.b. ship- 
ping point. New extras are announced 
on less than 200 lb. (keg) lots of a 
size, ranging up to $1.25 per cwt. on 5 
Ib. cartons, and $2.00 per cwt. on 1 
lb. papers. 

* * * 

Hardwood dowels are generally 
higher, affecting all diameters, 14 inch 
to 1 inch. Some makers have raised 
prices only 10 per cent, others about 
two tens, according to the extent of 
their earlier drop in competing for or- 
ders. 

* & # 

Mrs. Potts sad irons are up from 
10 per cent to 10 cents per set, and 
sad iron handles likewise about 10 per 
cent. All leading makers are concur- 
ring in the new schedules, but com- 
plete price lists are not yet at hand. 
There is an evident intention to stand- 
ardize general quotations. 

(Continwed on page 72) 
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Your Best “Reeovery Act” 


N order that a business may con- 
I tinue as a “going concern” it is 

compulsory that the receipts from 
the business shall “keep it going,” 
that is, shall not only pay the ex- 
penses, but also shall provide a steady 
flow of incoming merchandise to re- 
place the outgoing goods. 

No matter how a merchant may 
manipulate his figures, his business 
will fail eventually if the receipts 
from six items will re-buy only five 
items after paying expenses. This 
holds true even though the selling 
price of the six items seems to show 
a “profit” over their original cost. 
But if this “profit” must be used to 
pay for replacement stock, then it 
turns out not to be a profit after all. 

Many sound thinkers have diffi- 
culty in seeing how a store with no 
cash surplus can operate at a loss for 
two or three years and still pay its 
bills. It may even show a more favor- 
able financial ratio from year to year. 
There is only one way this can be 
done. That is by stock reduction, 
paying bills with the gross receipts 
while letting the shelves go unfilled. 
A careful examination of department 
store statements shows this is exactly 
the way most of them have weathered 
the depression. 


How Else Maintain Stocks? 


But stock reduction cannot go on 
forever. And no matter how you 
figure it, there are only two ways of 
maintaining the stock at its present 
level, to say nothing about an in- 
crease. The first is to go into debt. 
You wouldn’t care for that one? 

All right. The second is to sell 
the goods on the shelf for enough to 
go into today’s market and re-buy an 
equal number of units, after paying 
expenses. There is no third way. 

So, every time an item is sold at 
the old price, you must go in debt the 
difference between the old cost and 
the new, for the shelf can no longer 
remain empty. This is a mathematical 
fact. Its truth is not changed by the 
many good reasons that may be raised 
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why the old price should not be 
raised. 

The argument is bound to come up 
that with $5 in his hand (the old 
selling price) the merchant can easily 
buy a replacement item costing $3.50. 
But let’s see. 

All our lives we have heard lec- 
tures on turnover that go something 


like this: “Let’s clean out this lot of 
goods for $1,000, then put that 
$1.000 into new goods which we can 
sell for $1,500, then put that $1,500 
into more new stock which we can 
sell for .. .” 

Wait a minute! It doesn’t work 
that way. Only the cost of the goods 
sold can be put back into new mer- 
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Is to Price Your Stock 


On a Replacement Basis 


chandise, not the full retail amount. 
Expenses must be paid, and expenses, 
alas, usually amount to very nearly 
the entire difference between the cost 
and the selling price—lately, much 
more. 

So if this item under consideration 
is sold at $5, only approximately $3 
(its cost) can be used to buy the re- 
placement unit. Unfortunately, how- 
ever, the cost of that unit is now 
$3.50, so the retailer must dig up 50 
cents from some other source. The 
more items he sells at the old price, 
the more money he must borrow. 
Does that sound like good business to 
you? 

Here is another way of saying the 
same thing. In reality the value of 
the goods has not changed. They are 
no different. It is the value of the 
dollar that has been altered. The 
old goods were bought with three 
dear dollars, the new with three and 
a half cheap dollars. 

But the money taken in. over the 
counter for both will be cheap money, 
and there is no way of changing that 
situation. So the merchant will be 
the loser on every transaction pnless 
he adjusts the amount of money asked 
to the value of the money received. 


The Moral Question 


Now for the moral side. Many a 
conscientious retailer is scratching his 
perplexed head, saying, ”But it is 
plainly unfair for me to gouge the 
public, to charge $6 for what I admit 
I bought on a $5 basis. It is morally 
wrong for me to make a super-profit 
at any time, just because conditions 
make it possible for me to do so. It 











When, on a rising market, goods are sold at prices not 
calculated on replacement cost, new capital must come 
into buying use. When the money received from sale of 
six pieces of merchandise will buy only five pieces to re- 
place them, either stocks must trend further downward, 
or money from surplus or from borrowings must buy the 
sixth piece. Who has a surplus? Who is able to borrow? 








is iniquitous for me to ‘penalize’ the 
public during the good years to make 
up for my inefficiency and hard luck 
during the bad years.” 

Yet all his life this same merchant 
has been doing the very thing he 
denounces, that is, he has made the 
extra profits of the good times com- 
pensate the losses of the lean times. 

His store loses plenty of money 
every day from 9 to 10 a. m., but 
makes a huge profit from 2 to 3 p. m. 
Tuesday’s business seldom pays Tues- 
day’s expenses, depending on a busy 
Friday or Saturday to make up the 
difference—and more. In itself, every 
December makes an exorbitant prof- 
it, to make up for the losing Julys. 

In other words, merchandising con- 
tinually revolves through periods of 
under-profits and periods of over- 
profits. The merchant cannot stop 
the swinging of this pendulum even 
if he would. 

Nor must we forget this pendulum 
strikes the retailer harder when prices 
are going down than it benefits him 
on the up-swing. When the down- 
swing starts it usually finds him with 
a large stock, practically all of which 











Article VI Section One of the Proposed Retail Code 


Section 1. No member of the retail trade 
shall increase the price of any merchan- 
‘dise sold after the effective date of this 
‘Code over the price existing on July 1, 
1933, by more than is made necessary by 
the absolute amount of increases in pro- 
duction, operating, replacement or invoice 
cost of merchandise due to the operation 
of the National Industrial Recovery Act, 


SEPTEMBER 14, 1933 


or by taxes or other costs resulting from 
action taken pursuant to the Agricultural 
Adjustment Act, since July 1, 1933, and in 
setting such price increases members of 
the retail trade shall give full weight to 
probable increases in sales volume and 
shall refrain from taking advantage of the 
consuming public. 


must be reduced. When prices be- 
gin an upward trend his stock is small 
and only a part of it can be raised to 
replacement prices. On a consider- 
able share of his stock the replace- 
ment value is simply not there, on ac- 
count of ordinary style depreciation. 
Raising the price would not put it 
there. All of which makes it even 
more important to get replacement 
prices on that part of the stock which 
is worth replacement prices. 

But what about competition? 
Many a merchant, having read this 
far, is saying, “That’s all true, but 
this town is different. My hands are 
tied. I am positively compelled to 
hold to the old prices as long as pos- 
sible for competitive reasons.” 

What is a “competitive reason”? 
That’s easy! Speaking ungrammati- 
cally, it is a retailer who won’t let his 
competitors make a profit. No one 
can deny the existence of “competitive 
reasons” nor the vital force they exert 
on merchandising policies. 

But there will be plenty of argu- 
ment in every community as to who is 
at fault. It’s always the other fel- 
low! Yet to an outsider looking in, 
it would certainly seem that the re- 
tailer who refuses “for competitive 
reasons” to get proper markups is, 
by his own statement, guilty of the 
crime he is charging against his neigh- 
bors. 

Retailers have prayed, and prayed 
and prayed for higher prices, being 
convinced, one and all, that business 
recovery hinges largely upon higher 

(Continued on page 58) 
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Stop That Shopper! 


Let Windows Do Their Best Work 


NEW season, bringing snap- 
A pier weather, is almost here 

and it will be reflected in all 
good hardware windows. A renewed 
interest in homes and their furnish- 
ings seems to come with the fall sea- 
son. People are thinking more of 
meal preparation and home life in 
general. More home entertaining 
means freshening up the rooms—all 
pointing to needs from the hardware 
store. 

Windows such as the one illus- 
trated on this page, arranged for the 
Lind Hardware, Chicago, by W. E. 
Selk, and that on the opposite page 
which comes from the Hammacher 
Schlemmer Co., New York, quicken 
the natural home-keeping instincts 
and create the desire to buy. 

The Lind window is one present- 
ing many opportunities for the use 
of color. The crepe paper might be 
in any combination depending upon 
the dominating tones of the mer- 
chandise. Supposing the mixing 
bowl sets and the container sets are 
buff, warm autumn shades of brown 


Lind Hardware Co., Chicago 


and tan can be used in the crepe 
paper to complement the merchan- 
dise. Then there is the darker color 
of the roasting pans which lend ac- 
cent to the picture. Highlight is 
































given to the window by the plated 
ware which shines in the foreground 
and center. Here we have middle 
tones, highlights and dark accents— 
the making of a good composition, 














“ A Series A Arrangement 
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A Series B Arrangement 


and in the Lind window it is well 
handled. Study it. 

The same holds true in connection 
with the Hammacher Schlemmer win- 
dow. In fact a similar color scheme 
may be used throughout. 

The suggested windows offer 
unique ideas as well as arrangement. 
Many hardware stores in rural or 
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FOR THE OCCASION 








semi-rural sections will be able to 
stimulate interest in wood cutting 
tools with the saw and axe window. 
Try a strong red of deep shade for 
the center background. It suggests 
comfortable warmth. The lettering 
will be best in white if the red is the 
right depth of shade. The properties 
for this window are easily obtained 


fase FIIL 


Hammacher-Schlemmer, New York 


and the result will be very effective. 

The well established color scheme 
of orange and black will be just the 
thing for the Hallowe’en window. 
The skeleton arrangement of series 
B fixtures is shown in the small il- 
lustration and will be readily recog- 
nized in the merchandise arrange- 
ment. This particular window needs 
no explanation. One suggestion is 
that the bats in the corner could be 
suspended from a_ black thread 
against the black background. Any 
slight motion of air from the door 
would cause motion. 

Instruction sheets for building 











This arrangement of Series B fixtures 
is used in the window at the left 


both series A and series B fixtures 
are available from the Window Dis- 
play Editor without charge or obli- 
gation. 
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Retail Hardware Store 


Make Store Papers Newsy if You would 


Magrath, Alberta, Canada: We have 
read your article in the August 17 num- 
ber of Harpware Ace, entitled: “Store 
Papers Are Read If—” with much inter- 
est. We have a weekly Store News and 
are enclosing a copy of our last week’s is- 
sue. Your criticism would be much ap- 
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have them accepted 


By J. A. WARREN 
Associate Editor, Hardware Age 


preciated. . . . We sent out about six hun- 
dred copies in town and_ surrounding 
country. 

There is no other newspaper here, the 
closest being in Lethbridge, about 25 
miles away. The population of Magrath 
is 1200 and we are unable to draw trade 
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The Magrath Store News a mimeographed paper 8% x 14 inches which is pub- 

lished by the Magrath Trading Co., Ltd., Magrath, Alberta, Canada. No other 

newspaper is published in this town of 1200 and the News is brightly edited. The 
rearranged paper appears on the opposite page. 
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from other communities, as we are in an 
outlying district. 
Thanks, very much. 
The Magrath Trading Co., Ltd., 
S. Woodger. 


HE Magrath Store News is a 
mimeographed store bulletin, 
consisting of four sheets, 814 
x 14, printed both sides of each sheet. 

Mr. Woodger has capitalized the 
fact that there is no newspaper in 
Magrath; a town of 1200 plus a sur- 
rounding farming district. Certainly 
sufficient goings and comings of in- 
terest will take place in a community 
of that size to warrant some news 
recording service. This gives the 
Magrath Trading Co. a common 
ground of interest between the store 
and the entire community, and the 
firm is fortunate in having this par- 
ticular condition existing. But such 
a trust entails the most careful and 
shrewd handling. News matter and 
editorial expression must not offend, 
and, because.of the sponsorship being 
that of an advertiser, opinions of a 
controversial nature or party opin- 
ions on public matters must be left 
severely alone. These things are for 
the regular newspaper, not for the 
trader. In the sample issue we re- 
ceived, these things have been well 
handled and the news has been writ- 
ten in a sprightly manner. 

The printing job, because of the 
location of Magrath, had to be done 
on a duplicating machine. While we 
are strong for the regular printer’s 
work, there are often circumstances 
which make this impossible. While 
it is not possible to equal the printer’s 
product with the duplicating ma- 
chines, every effort should be made 
to approach it as nearly as possible 
as far as readability is concerned. 
There are other advantages to the 
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Advertising 


regular printer’s product, such as the 
possibility of using electros that 
show good detail in the merchandise 
represented, but let us stick to the 
assumption that we are limited to 
the use of the duplicating machine 
and see what we can do to improve 
the appearance of the paper. 


Size and Shape of the Page 


First, we believe the long sheet 
81% x 14 is unattractive and does not 
take the shape or appearance of a 
newspaper in make-up. So we fold 
the sheet, make a page 7 x 814, con- 
fining the first page to matters of 
news interest entirely. We letter a 
more dominant headline “The Ma- 
grath News” which makes the name 
stand out more resolutely as though 
it had a right to be there. We select 
the outstanding news item and place 
it at the top of the page. That’s just 
good newspaper sense. The —M— 
dash between the items stands, of 
course, for Magrath and helps get 
the name wéll ‘grounded in- people’s 
minds. - The small notice of the mo- 
tion picture “King of the Jungle” is 
of keen -interest and has a right there 
as news -interest. 

The inside pages carry alternate 
columns of news and advertisement, 
an arrangement that gradually in- 
troduces the sales message.  Inci- 
dentally, this matter takes up no more 
space than it did in the original ar- 
rangement. The next page following 
may be given over to a full page of 
advertisement. It is all a matter of 
even balance between ads and read- 
ing matter. Notice the way the regu- 
lar newspapers arrange the ads so 
that they do not appear to be merely 
spilled there. 


Copy Writing 


The descriptive copy writing in 
Mr. Woodger’s paper is well done, 
being brief and telling the story suffi- 
ciently, but a suggestion is in order: 
The item Electric Toaster, for in- 
stance, should have been headed 
“Toasts Two Slices At Once.” That 


is the vital information contained in 


SEPTEMBER 14, 1933 















river. 


Those pres 


Woo! 





© Barr? maurice”? 


the description. Even the duplicat- 
ing machine shows the toaster in suf- 
ficient detail to make it easy to 
identify as such. The electric iron, 
likewise, requires no identification. 
But the heading might have read 
“Standard Weight Electric Iron.” 
Here again we have used a phrase 
that conveys something to the con- 
sumer by way of value. He knows 
there are many kinds of electric 
irons, but the fact that this one is a 
standard weight iron is of interest to 
him. Get the big selling idea into 
the heading if possible. 

So we say to those who are using 
other than printer’s work on store 
papers to try for as clean, clearly 
printed and neat a job as possible. 
Observe to the letter, the instructions 
that you received when you bought 
the machine. First sketch out on 
paper a rough idea of your general 
arrangement and do not make your 
stencil until you have the entire plan 


A corn roast, toasted weiners, ice 
cream and cake, and plunges in the 
river were the sain features of a fin 
afternoon, hednesdey, when the Deacon 
Quorun, under the direction of James 
Lk. Harper and R.t. Low motored to the 
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range and volume as well as tone, 
uu have all tRe qualities you ex- 
ict from the larger sets. In this 
table size you get a full perfor- 
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This arrangement gives a more news- 
paper-like appearance. The page is 
half the size of that on the opposite 
page which gives it a better shape and 
makes for better readability. This 
type of advertising matter is discussed 
in this article and is useful where no 
regular printer is available or where 
the cost must be reduced. Careful 
work on this type of advertising can be 
. made to be very effective. 


worked out. Then go to work on a 
clean-cut job and give the machine 
and the stencils a fair chance to pro- 
duce their best. 

Study the make-up of regular news- 
papers that have a good appearance 
and try to incorporate some of their 
good looks into your own paper. 
Perhaps you are sending out adver- 
tisements only, without any attempt 
at-a store paper. Then study good 
ads of the simpler type until your 
skill becomes equal to the more com- 
plicated jobs. You will, if you fol- 
low this advice, soon become more 
adept and more effective too. Do 
not try for fancy effects. Keep them 
simple, clean-cut and neat. 
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Bust Among Ourselves 


S this page is being written, 
A Wm. Green, president, Ameri- 
can Federation of Labor is 
kicking large holes through the tenta- 
tive general Retail Code. It would ap- 
pear, that whatever labor provisions 
are provided in submitted codes, the 
A. F. L. is determined to hold out for 
something more. After studying the 
best available information from 
Washington, I am greatly confused 
about the probable final general re- 
tail code. The text of the compromise 
retail code was published in the 
August 31 issue. This text represented 
an earnest effort by several groups 
of retailers to cooperate, in spirit 
and fact, with the NRA. At the close 
of the long hearings, it was generally 
believed that this text was essentially 
acceptable to all factors, including 


labor. 


—_ HA —— 


There is a marked difference be- 
tween the employment problem of the 
retailer and the producer. In produc- 
tion work, there is a very definite 
mathematical relation between fac- 
tory output and number of employees. 
The units of production, per em- 
ployee, are determinable with reason- 
able accuracy; so that increase or 
decline of employment can be con- 
trolled with mathematical precision. 
This is wholly untrue of retailing. A 
definite increase of sales personnel 
will not bring a specific retail sales 
increase. The most successful mer- 
chant. taking on extra help for peak 
seasons, etc., does so with the hope 
that there will be sufficient extra sales 
requiring such expansion. He does 
not face any future period with as- 
surance of volume nor even an indica- 
tion of probable consumer purchases. 
He has records of previous years to 
guide him, but not to the extent that 
a production employer has his gage. 
A factory may have its orders and 
find production lagging behind sales 
before extra help is hired. A re- 
tailer invests extra money in mer- 
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by CHARLES J. HEALE 
Editor, Hardware Age 


chandise, advertising, etc., hires the 
extra help and then has the problem 
of making it all profitable through 
sales that are to be made. Introduc- 
ing strictly new lines, requires the 
manufacturer to take a similar course, 
but in the “run of the mill” operations 
he has the benefit of precise data 
and the retailer does not. 


—- HA — 


There was hope that the drug code 
might include some very specific 
clauses restricting the Sunday sale of 
non-medical or emergency equip- 
ment, and materials. Such restric- 
tions to apply also to the late hours 
drug stores remain open. So far, the 
best outlook is the 56 hr. week for 
non-professional clerks. As these are 
essentially salesmen, selling similar 
merchandise in competition with 
salesmen in many other kinds of re- 
tail stores, this advantage is unfair to 
other retailers and unfair to em- 
ployees in other kinds of stores. Such 
a long work-week defeats a major 
part of the NRA efforts to increase 
employment and makes the burden 
of extra payrolls in other retail stores, 
so much heavier. 


— HA —— 


EVERAL States are supposed to 
restrict Sunday selling by drug 
stores, to the medical or emergency 
goods, but it is quite clear that these 
laws are seldom enforced. If the NRA 
codes do not establish parity in this 
question, the next step must be State 
legislation that will. The drug store 
is permitted to stay open Sundays and 
holidays (and very long hours every 
day) on the basis that its services are 
vital in the interest of public health. 
This is true enough in theory. But in 
practice, it appears quite obvious that 
drug stores’ Sunday sales include 
cigars, candies, film, cosmetics, cut- 


lery, electrical appliances, and in 
many cases paints, and sporting 
goods. This, at least, is my observa- 
tion of Sunday business done by drug 
stores in the more than 30 States I 
have visited. 


—— HA ——— 


In their code efforts, the druggists 
wanted to stop other factors from en- 
croaching on their lines, claiming 
that competition in their basic drug 
and chemical lines is ruining their 
profits. Now—if that isn’t a first class 
example of naive and unadulterated 
gall, plus smugness; then I never saw 
a good example. The drug stores in 
the country, open long hours every 
day in the year, cut in on almost every 
other line of retail business and often 
at cut prices. The average drug store 
is so disguised with a luncheonette, 
cigar counter, cutlery case, sport 
goods department, etc., that it is a real 
struggle to actually locate that small 
and well hidden part of the busi- 
ness—the drug section and prescrip- 
tion counter. And this particular de- 
partment is supposed to be the “great 
service to humanity” which entitles 
this trade to the long hours and the 
seven day week. HOOEY! 


——— HS 


P. J. Mandabach, secretary-treas- 
urer, National Association of Drug 
Clerks, attended the drug store code 
hearings. He called the drug store “a 
retail mercantile establishment in 
which pharmacy is practiced.” He 
said that in most cases the registered 
employee is also a sales clerk, a show 
card writer or window dresser and 
that “the employer hires the regis- 
tered man for what ‘he knows so that 
the store may conform with the law 
in protecting public health.” He also 
said there were “21% registered phar- 
macists and assistants to every drug 
store in the country.” I would like to 
have the figures indicating the num- 
ber of soda jerkers, and non-profes- 

(Continued on page 58) 
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Toy Manufacturers Present Code 


ROTESTING that it is not a 
Pes of the toy industry, the 

Union Hardware Co., through 
E. Morris Jack, appeared at the code 
of fair competition for the toy indus- 
try and said his company did not 
want to come under its code. The 
Union Hardware Co., maker of ice 
and roller skates, it was stated, would 
come under the hardware manufac- 
turers’ code. 

Presiding at the toy industry code 
hearing, held Friday and Saturday, 
Sept. 1 and 2, was Deputy Adminis- 
trator R. B. Paddock. The proposed 
code was presented by the Toy Man- 
ufacturers of the United States, Inc., 
comprising 275 firms and represent- 
ing, it was said, 75 per cent of the 
industry. The code calls for a 40-hr. 
week, averaged over the year, with 
a maximum of 48 hr. in any one 
week, and stipulates that all wages 
should be at the “regular hourly 
rate,” meaning that no overtime 
would be paid. This represents a 
change from the original code, due 
to amendments offered by James L. 
Fri, secretary ofthe association. 
Robert P. McLarty, Atlanta, Ga., 
asked for a‘differential of 20 cents 
an hour or -$4-a week on a 40-hr. 
week in’ favor of the South; while a 
differential of $1 a week in favor of 
toy makers below the Mason and 
Dixon line was asked by Robert H. 
McCauley of the Porter Chemical 
Co., Hagerstown, Md. The minimum 
pay for the North is $12 a week. 
Child labor is abolished. 

The most important amendment 
offered. presented by Mr. Fri, was a 
clause taken from the automobile 
code, giving toy manufacturers the 
right to select, retain and advance 
employees on the basis of individual 
merit without regarding to their 
membership or non-membership in 
any labor organization. This is the 
identical clause that has made organ- 
ized labor “boil over.” It is in- 
dignant that automobile manufac- 
turers, standing steadfast, declined to 
withdraw the clause, even in the face 
of implied threats that the govern- 
ment would take the automobile code 
in hand. The Labor Advisory Board 
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also has issued a blast through Act- 
ing Chairman William Green, presi- 
dent of the American Federation of 
Labor, against the clause and insist 
it represents an attempt at evading 
the collective bargaining clause of the 
Recovery Act. It is, in the opinion 
of organized labor, an open shop 
declaration. 

Organized labor served notice no 
such clause would be allowed in any 
code other than the automobile code. 
But the Industrial Advisory Board 
found it has been inserted in 29 sub- 
sequent codes. The toy code appar- 
ently makes it 30. 

Major Paddock questioned Mr. Fri 
closely regarding the purpose of this 
amendment. Mr. Fri said the intent 
is to continue the present system of 
individual dealing with employees in 
the toy industry. 

“What would be the operation of 
this amendment actually, in fact?” 


asked Major Paddock. 


“We don’t know,” replied Mr. Fri, 
“but we hope it would be to continue 
the relationship we now have with 
employees.” 

“Is there,” asked Major Paddock, 
“anything in article 7 (collective 
bargaining section) of the Recovery 
Act to deny you this right?” 

Mr. Fri said he did not know, that 
he had asked officials of the Recovery 
Administration for an interpretation 
of article 7, but had not obtained it, 
and that if the NRA could not in- 
terpret this labor section the toy in- 
dustry could not. 

There was considerable discussion 
of a request for 96 extra hours a 
year. Major Paddock insisted that 
there be something in the code to 
show exactly how and when these 
hours were to be used. It was tenta- 
tively agreed by proponents of the 
code that the extra hours be spread 
over three months at the peak sea- 
son. 

Request was made by Joe D. Can- 
non, NRA Labor Adviser, that the 
toy manufacturers be made to spread 


production over the entire year. 
(Continued on page 60) 





Code for Sporting Goods Trade 


HE code of fair competition for 
[iv retail, wholesale and man- 

ufacturing sporting goods in- 
dustry filed by the National Sporting 
Goods Distributors’ Association does 
away with employment of persons 
under 16 years of age after Aug. 1, 
except persons between 14 and 16 
may be employed in other than manu 
facturing- or mechanical indu-tries, 
for not to exceed three hours per day 
between 7 A. M. and 7 P.M. The 
work, however, is not to interfere 
with hours of day school. Maximum 
hours per week for retail and whole- 
sale are set at 48 over a period of 
any one month. Exceptions to this 
work-week are executives whose 
salaries exceed $35 or professional 
persons employed, or outside sales- 
men and outside delivery men and 
maintenance employees who may be 


employed more than 48 hr. weekly 
if paid time and one-third for over- 
time. * 

Hours of stores or service opera- 
tions are not to be reduced to below 
52 hr. in any one week unless the 
hours were less than that period prior 
to July 1, 1933. In the latter case 
the hours are not to be reduced. The 
maximum hours shall not apply to 
employees in establishments employ- 
ing not more than two persons in 
towns of less than 2500 population 
which towns are not part of a larger 
trade area. For factory workers the 
work-week is 40 hr., over a period of 
one month, excepting peak seasons 
when factory workers would be em- 
ployed 48 hr., for a period not to ex- 
ceed eight weeks in each six months. 

Minimum weekly wages fixed for 
retail and wholesale stores are scaled 

(Continued on page 61) 
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Questions and Answers 
on the N. R.A. Codes 


QUESTION: What weekly wage 
must be paid a deliveryman for a 
store located in an Alabama town of 
6000, and what are the maxium num- 
ber of hours he can work per week? 

ANSWER: A wage of $12 per week 
for a forty-hour week. If paid time 
and one-third for overtime he may 
work not to exceed 48 hours per week. 


+ * 7 


QUESTION: Will manufacturers or 
wholesalers be permitted to grant 
price concessions to so called “pre- 
ferred customers”? 

ANSWER: No provision has as yet 
been approved covering this point. 
The codes submitted by some indus- 
tries refer to such methods as “unfair 
competition,” while the codes of other 
industries do not include a mention of 
this practice. 

. * * 

QUESTION: Will independent deal- 
ers receive any protection under the 
Recovery Act from the unfair trade 
practices of certain public utilities? 

ANSWER: It is difficult to answer 
this question at present. An effort is 
being made to bring the Public Utili- 
ties under the general Retail Code, 
where such are retailing appliances. 
Such a program would likely include 
restrictions which should protect deal- 
ers from previous and current unfair 
competition from light and power 
companies. At present, however, the 
Utilities do not come under any code. 
There may be a Utility Code, at which 
hearings retailers can appeal for 
curbing unethical competition, but it 
is too early to have a definite idea 
of what may happen. As available, 
data on this subject will be published. 


* * a 
QUESTION: Is it permissible for 
merchants in a town of 1632 persons, 


who employ one or two clerks to work 
them longer than 40 hours per week? 


ANSWER: Yes, provided that the 
town is not a part of a larger trade 
area. This can be determined by con- 
sulting the local postmaster. 


* + 


QUESTION: Will the manufactur- 


er’s price to both chain store concerns 
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and independent retailers be exactly 
the same regardless of quantities pur- 
chased? 

ANSWER: The codes proposed by 
some lines of business have clauses 
defining this practice as “unfair com- 
petition,” but no provision relating to 
such methods has as yet been ap- 
proved by the Recovery Administra- 


tion. 
* * 


QUESTION: Will anything prevent 
manufacturers from selling chain and 
mail order concerns on more favorable 
terms than are made available to 
wholesalers? 

ANSWER: Only if such provision 
has been included in a code approved 
by the Administration. Otherwise, no. 

* * * 

QUESTION: Can part-time em- 
ployees be paid on a pro-rata basis of 
a 40-hour week at the minimum wage 
figure applying in that locality? 

ANSWER: Yes. 


” * * 


QUESTION: Will any attempt be 
made to prevent such retail establish- 
ments as drug stores from selling 


hardware and other non-drug items on 
Sundays, etc.? 

ANSWER: At the retail code hear- 
ings, on Aug. 22 to 24, inclusive, this 
point was brought up, and Deputy Ad- 
ministrator A. D. Whiteside said that 
it would receive the consideration of 
the Administration. 


* * * 


QUESTION: As one-man, and 
family operated stores can stay open 
day and night at no additional ex- 
pense for salespeople, is there a prob- 
ability that this unfairness to stores 
employing three or more salespeople 
may be eliminated by an amendment 
to the Recovery Act that would force 
all retail stores to open and close at 
stipulated hours? 

ANSWER: Such a provision appears 
doubtful, as the Administration is in- 
clined to feel that this is a matter 
upon which dealers in each locality 
should take action, and adopt uniform 
store hours. Deputy Whiteside rec- 
ognizes the importance of this phase of 
retail competition and promised, at the 
recent Retail Code Hearings, that this 
subject will be studied and some con- 
trol effort attempted. It has been sug- 


DO YOU UNDERSTAND -THE NRA? 


Hardware Age has received many queries pertaining to 
the President’s Reemployment Agreement, the proposed 
wholesale hardware code and the tentative general retail code. 
Current phases of the NRA program have been published in 
Hardware Age and articles in the issues of Aug. 3, 17 and 31 
have given complete details providing most of the answers to 
questions facing the hardware trade, in connection with NRA. 
If readers have problems not answered in these articles, Hard- 
ware Age welcomes the opportunity to provide the best avail- 


able answers. 


The questions on these pages are from our own readers and 
were selected for publication because they present problems 
which we believe are common to many sections of the trade. 
Each writer has received prompt answers to his questions by 


mail, 


With the help of L. W. Moffet, our Washington 


representative, Hardware Age will endeavor to render prompt 
and efficient service in answering readers’ queries on the NRA. 


—The Editors. 
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gested that a blanket store limit pro- 
vision; exemption of only one man per 
store, or placing some similar restric- 
tion on family-operated or one-man 
stores might help. 


* * * 


QUESTION: How can the retail 
code be explained to a merchant who 
says: “After reading the papers I am 
at a loss as to what all this code and 
boycott business means”? 

ANSWER: Urge him to read care- 
fully the President’s Reemployment 
Agreement and the tentative Retail 
Code, pages 30 and 52, Aug. 3, Harp- 
waRE Ace. The NRA does not con- 
cede it is trying to boycott any con- 
cern, although it is vigorously urging 
patronage of Blue Eagle stores only as 
a means to restore employment and 
purchasing power. 


* * * 


QUESTION: Are manufacturers al- 
lowed to add to the contract price 
where goods have been ordered for 
several months for fall delivery, to 
cover the extra cost of manufacture at- 
tributed to working under the code? 

ANSWER: This is a matter that 
must be determined by the contract- 


ing parties. 
* * * 


QUESTION: Does the wholesale 
hardware code restrain wholesalers 
from selling to concerns other than 
those offering goods for resale? 

ANSWER: Article XX of the pro- 
posed wholesale hardware code, which 
is awaiting the consideration of the 
Administration, says: “Protection to 
retailers—Wholesalers should protect 
the retailer by refusing to sell to the 
retailer’s customers at wholesale prices 
for their personal use. Any violation 
of this rule is an unfair trade prac- 


tice.” 
* * * 


QUESTION: Are salesmen receiv- 
ing $35 per week allowed to work as 
long as 80 hours per week, while 
other salesmen in the same store, re- 
ceiving less than this sum, work but 
half as long? 

ANSWER: Only those receiving 
more than $35 per week are permitted 
to work unlimited hours. 


* 6 * 
QUESTION: Does the 8-hour day, 
40-hour week apply to a president and 


secretary of a retail hardware firm, 
who receives less than $35 per week? 


ANSWER: Yes. 


* * * 


QUESTION: Is a merchant located 
in a small town seven miles from a 
fairly large trading center within the 


SEPTEMBER 14, 1933 


trading area of the larger town, as re- 
ferred to in the retail code? 


ANSWER: The local postmaster 
should be asked to pass upon this 


point. 
* x * 


QUESTION: If husband and wife 
conduct a store themselves, are they 
exempt from the requirements of the 
retail code? 


ANSWER: Yes. 


* * * 


QUESTION: The NRA provides in 
paragraph two that stores should re- 
main open at least 52 hours per week. 
Is there any maximum hours they may 
remain open? 

ANSWER: There is no limitation on 
maximum hours. 


* * * 


QUESTION: Are salesmen covered 
by the minimum wage and maximum 
hour requirements of the NRA? 


ANSWER: They do if they are reg- 
ularly employed to sell on a base or 
guaranteed salary, plus commission, 
but are exempt if they sell solely on a 
commission basis. 


* * * 


QUESTION: Can an employer stag- 
ger employee hours, enforce rest peri- 
ods, or increase the time for lunch with 
the sanction of the NRA? 

ANSWER: No. General Johnson 
has ruled that such methods frustrate 
the spirit and intent of the President’s 
Reemployment Agreement. 


* * * 


QUESTION: Does the “stretch-out” 
plan in manufacturing operations have 
NRA approval? 

ANSWER: No. The President 
added the following “condition” to the 
Cotton-Textile Code: “Until adoption 
of further provisions of this code neces- 
sary to prevent any improper speeding 
up of work to the disadvantage of em- 
ployees (stretch-outs) and in a man- 
ner destructive of the purposes of the 
National Industrial Recovery Act, it is 
required that any and all increases in 
the amount of work or production re- 
quired of employees over that required 
on July 1, 1933, must be submitted to 
and approved by the agency created by 
section six of the code and by the Ad- 
ministration, and if not submitted such 
increases will be regarded as a prima 
facie violation of the provision for 
minimum wages.” 


* * * 


QUESTION: What about part-time 


workers? 


ANSWER: The rate of pay for part- 


time workers should be such that if 


they worked the full time, 40 hours 
per week for white collar workers, and 
35 hours per week for artisans, they 
would receive the prescribed minimum 
pay. 
* * * 

QUESTION: May store hours be re- 
duced below the 52 hours weekly as 
established in paragraph number 2? 


ANSWER: Yes, provided the reduc- 
tion is according to usual practice on a 
seasonal basis, and does not result in 
the reduction of the weekly pay of em- 
ployees. 


* * * 

QUESTION: Are public utilities be- 
ing invited to sign the President’s Re- 
employment Agreeement? 

ANSWER: Yes, although it is ad- 
mitted that there is a definite weak- 
ness in appealing to the public to pat- 
ronize Blue Eagle concerns, so far as 
the utilities are concerned, as most 
utilities are by their nature monopolies. 
Notwithstanding this, public opinion 
is expected to bring them into the NRA 


ranks. 
—_ * * 


QUESTION: I own a small store, op- 
erated by my wife and myself. Can 
we obtain the Blue Eagle insignia? 

ANSWER: Yes, by signing the 
agreement obtainable from your post 
office, as well as the accompanying 
certificate of compliance. 


* * * 


QUESTION: Will price fixing be 
permitted by the codes? 

ANSWER: The Administration does 
not consider price fixing as a part of 
its function. However, price agree- 
ments proposed by individual indus- 
tries are subject to approval, if they 
are not monopolistic in intention or 
effect or otherwise opposed to the pub- 
lic interest. It is also deemed proper 
that codes contain provisions prohibit- 
ing sales at prices which do not return 
the cost of production. 


* * * 


QUESTION: What does the Admin- 
istration think of one code for all re- 
tail stores? 

ANSWER: Regarding this, General 
Johnson has said: “As far as merchan- 
dising practices are concerned, what is 
fair to one is fair to all. I would rather 
see the retail merchandising industry 
come in as large a group as possible.” 


* * * 


QUESTION: How about retailers in 
the matter of price fixing? 
ANSWER: The Administration has 


said: “The retailers have various rea- 
sons for wanting to come in on this 
(Continued on page 59) 
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Thanks for the Depression? 


How Del Veechio Made I[t Work for Him 


By SAMLEL DEL VECCHIO 
General Manager, Peoples Hardware 
Stores, Washington, D. C. 


eyes. It compelled us to closely 

check our overhead and bring it 
down to a minimum. Washington, 
probably, has been in a little better 
position than the rest of the country, 
and it was not until the latter part 
of 1932 that we felt the depression 
for the first. Thousands of govern- 
ment employees expected to be drop- 
ped when the Economy Act became 
effective July 1, and this had a 
demoralizing effect on our sales. Not 
being sure what would happen to 
them, these customers were not spend- 
ing any money. Add to that the fact 
that the banks were closed tying up 
much money, and you have the pic- 
ture. 

This situation compelled us to 
maintain a falling market or re- 
trench. We buckled down to save 
money or get new business. One of 
the first things we did was to get a 
voluntary reduction on some of the 
locations we leased. This proved 
very successful and out of 12 stores 
we were able to get 10 voluntary 
reductions. 

We then checked over our stocks 
carefully, from cellar to attic, and 
had our managers report on all mer- 
chandise that had not been moving. 
After that we kept a strict watch on 
slow moving merchandise. We re- 
duced inventories as much as pos- 
sible without hurting our sales. We 
discovered that we were carrying too 
many brands or had too many dup- 
licates. Reducing some of these, 
we found we could get along very 
nicely without hurting our sales 
volume. 

Delivery service from the ware- 
house to the stores was the next 
study we made. We took up a leased 
truck service and employed a trial 


| took the depression to open our 
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ton unit. Then we showed the truck 
service company that if we could get 
a 11% ton unit, we could in one load 
take on the entire deliveries for the 
12 stores, thereby saving half the 
mileage. We have been hauling two 
loads a day. The success of the 
larger unit encouraged us to look for 
still more savings, so we asked our 
managers to make out their wants on 
a want request in such a way that 
they could eliminate every day de- 
livery and substitute every other day 
delivery. We had been giving some 
stores daily deliveries from the ware- 
house. At first it was a hard job 
to persuade some of the older man- 
agers to the use of the new plan. 
They felt it would hurt sales of mer- 
chandise because of “outs.” We were 
able to show them that:a little more 
anticipation of their wants would 
permit every other day delivery. It 
works well and now we make our 
warehouse deliveries Monday, Wed- 
nesday and Friday, with considerable 
saving. 

We save money, also, by allowing 
an outside trucking firm to dray our 
freight from the freight office to the 
warehouse. When we got the larger 
truck, the truck garage being close 
to the B & O railroad station, we 


had all our freight brought in on that 
railroad. When the truck was brought 
from the garage on the delivery days, 
by going less than half a block out 
of its way, it was large enough to 
bring all the freight from the station 
to the warehouse without much in- 
crease in mileage. In six months 
from the time we put this plant into 
effect we saved more than $240 dray- 
age charges alone. 

By buying leased truck service, on 
a mileage basis, discarding our own 
trucks, we have cut our truck expense 
by $40 to $50 a month. 

Motorcycles permit us to make 
store deliveries to customers for $89 
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This ad appeared in a 2 column by 8 
inches deep space. It was one of a va- 
riety which consistently appealed to the 
public on Wednesdays. It is a good ex- 
ample of presentation and display. 
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to $90 a month, as compared to a 
truck cost of from $140 to $150 a 
month. 





Sales Promotion to Meet 
Conditions 


So much for depression economies 

—now for business building plans. 
When our sales volume fell off we 
appropriated more money for adver- 
tising. We felt that the only way 

a merchant could maintain sales 
volume this year was to advertise 

more than he had ever done before. 

We increased it only one per cent 
| over last year, on sales. It has been 
instrumental in holding up our sales. 
The average hardware store cannot 
afford to advertise in the large metro- 
politan newspapers. The price is 
prohibitive. But we set aside a cer- 
tain amount and budgeted our adver- 
tising according to the month of the 
year. We wrote to similar organiza- 
tions in other parts of the country 
and received their cooperation. They 
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Interior of one of the Peoples Hardware Stores in Washington, D. C. 


se 


ave 


to meet recent conditions. 


willingly gave us their percentages 
that they spent for advertising, 
divided into the monthly budget. We 
used those figures to line up our own 
budget, and in January we decided to 
increase our advertising budget one 
per cent, prorating our total budget 
to see how much we would spend for 
each month after we had planned it 
out for the year. 

Deciding against the hit or miss 
plan of advertising—a large space 
one time and then out of the paper 
for several weeks—we went in for an 
ad every week, consistently, in the 
best paper in town. We stick to that 
policy and it brings results. We 
have not missed using the paper a 
single Wednesday. We chose that 
day because, in our business, Satur- 
day is our peak day. On Thursday, 
all the department stores run large 
one and two-page spreads for Fri- 
day, usually a remnant or rummage 
day. Our ads are not large enough 
to compete with the large depart- 
ment store ads. We know we would 
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This article tells how this firm marshalled its forces 


be lost, so we use Wednesday’s pa- 
per and advertise week-end specials 
for Thursday, Friday and Saturday. 

We used to try to put on six day 
sales, but we found that the ad would 
not pull for six days. After three 
days the public forgot our sale, so 
we confine all our efforts to the three- 
day week-end sale. We find they 
have been pulling every week, bring- 
ing us good results. Thursday, which 
heretofore has been a medium day 
has become a very good day, and the 
ad pulls for three whole days. 

Two of our suburban stores are in 
Maryland, and the newspaper did not 
seem to pull as well for us out there, 
so we had the newspaper send the 
mat of the ad to the printer and had 
several thousand copies run off. 
These we sent to the suburban stores 
as handbills. Sales in these stores 
are even better than last year and we 
credit this to the use of the handbills 
locally. They have helped tremend- 
ously. While we do not like hand- 
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New Ideas in Distribution 


f | YHE members of the selling 
brain trust are now talking 
about economies in selling. 

Manufacturing has been reduced to 
such a fine point that very few econ- 
omies can now be introduced. Besides 
that with rates of labor and all hours 
of labor fixed the cost of production 
as between various manufacturers in 
the same line will be brought very 
close together. 

A member of a “distribution brain 
trust” called on me the other day and 
his line of argument was that the cost 
of distribution must come down. He 
believes that it will come down and 
that the manufacturers and jobbers 
making a science of reducing these 
costs will win out and dominate the 
business of the future. 

“Here for instance,” said this mem- 
ber of the brain trust, “are two sales- 
men. One man studies the art of mer- 
chandising. He studies new ideas of 
selling his lines. When he calls he 
gives the merchant new ideas in sell- 
ing. He has all the selling points 
of his line at his finger tips. He gets 
the merchant and his clerks together 
and instructs them in selling. By his 
intelligence he commands the respect 
of the retail merchants upon whom 
he calls, and by his knowledge, mer- 
chandising ability and intelligence he 
holds old accounts and opens new 
ones.” This, said my visitor, is the 
real salesman of the future. 

Now, on the other hand, let us 
consider the salesman who does noth- 
ing but open his catalog, get out his 
order blank and write down items. 
This salesman, whose stock in trade 
is simply “don’t you need some of 
this, don’t you need some of that.” 
“This salesman,” said the member 
of the distribution brain trust, “is, of 
course, useful in his way, but he is 
merely an order taker. He is not a 
producing salesman. He does not 
open new accounts. He does not 
teach his customers how to increase 
their sales on his lines. As a matter 
of fact, he is purely mechanical and 
if one analyzes his services from the 
standpoint of their exact value he is 


be 
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worth very little, not much more than 
a fairly good clerk in the store. Still 
this latter man poses as a salesman, 
thinks he is a salesman and wishes 
to draw a real salesman’s salary. Of 
course,” said he, “if goods are going 
to be sold by a salesman by turning 
the pages of a catalog and calling 
them to the attention of the dealer 
this kind of a salesman, or order 
taker, may have his place. However, 
we must consider that he cannot pos- 
sibly do the work of the merchandis- 
ing salesman, I have outlined above, 
because he hasn’t the knowledge or 
the ability and, on the other hand, 
for this merchandising salesman to 
devote 60 or 75 per cent of his time 
to simply taking down the orders is 
a great waste of talent. 


Merchandising Salesmen 


“The merchandising salesman 
should devote his time to the develop- 
ment of business, opening new ac- 
counts, putting in new lines, and 
showing merchants how to increase 
their business. He is a man entitled 
to a very fair salary. After he has 
established the business then it is all 
right for the order taker to come 
around and write down the items. 

“However, from an _ economical 
standpoint, it is a great waste to pay 
the order taker a real salesman’s 
salary, and it is also a great waste 
to have a merchandising expert de- 
voting his time to writing up orders, 
filling up forms and such mere cler- 
ical work. 

“However,” added this member of 
the distribution brain trust, “we are 
going to see an entirely different type 
of distribution before many years 
are past. Did you ever stop to think,” 
said he, “of the present cost of selling 
goods through jobbers? Here comes 
a salesman in his car. He is held 
up by traffic. He loses time in park- 
ing. He does not believe in working 
on Saturday. He wastes a lot of time 
on long jumps on the road. However, 


he stops and takes a small order from 
a hardware retailer. Then that night 
at the hotel he copies this order and 
mails it to his house. It probably 
reaches the house the next morning. 
Usually on the second day these goods 
are delivered. If this small order is 
to go by freight it must be assembled 
in the shipping room. Then it is 
taken by truck to the railroad station. 
Then there is railroad billing. Then 
when the goods arrive in the custo- 
mer’s town the dealer is notified. 
A truck calls for these goods and they 
are finally delivered to his store. 

“Now, just stop and think of all 
these movements. Think of the ex- 
pense. One way in the future that this 
expense is going to be cut down is by 
jobbers having their own fleet of 
trucks. This idea is growing all over 
the country at the present time. Job- 
bers use their own trucks especially in 
congested districts. They are cutting 
out the railroad haul, the railroad 
billing, and the delivery truck and the 
receiving trucks. They are deliver- 
ing their goods with their own trucks. 
This is quite a saving and is some- 
thing that is sure to grow in this 
country. Nothing can stop it. 

“However,” he went on to say, “we 
still have the salesman travelling in 
his automobile taking orders and then 
we have the truck delivering the 
goods. Here is double expense. In 
the near future, jobbers are going to 
have intelligent truck drivers who 
can take orders. Retailers in many 
cases will have their orders ready for 
these truck drivers. In other cases 
the truck drivers are provided with 
seasonable goods catalogs, or lists, 
from which they can call out quickly 
to each dealer the goods that are 
seasonable. Such orders will be 
turned into the jobbers by their truck 
driver salesman, and the salesman 
will be cut out unless he becomes a 
truck driver. 

“This is already happening,” said 
my visitor, “in the drug and many 
other lines.” 

He cited a case of a very prosperous 
wholesale drug house in New Eng- 
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land. He stated they did not ship a 
dollar’s worth of goods by freight 
or express. All of their deliveries 
were made by their own trucks, and 
all their orders are taken by their 
truck salesmen. As far as this house 
is concerned the old time salesmen, 
hitting it up in his own car, has passed 
away. 

“Well, all this is very interesting,” 
I said, “but I have heard a good deal 
of it before. We are constantly hear- 
ing of changes in business being 
caused by truck deliveries.” 

“Why,” said my friend from the 
distribution brain trust, “things 
haven’t started to move in the way 
of new ideas in distribution. Here is 
the latest under way. There are to be 
120 warehouses established in various 
parts of the United States. Serving 
these warehouses will be an average 
of 10 trucks each, or about 1200 
delivery trucks. Now each of these 
trucks will call in some sections 
thickly settled every day. In other 
sections, not so thickly settled, twice 
a week. These trucks will carry a 
stock of quick selling articles. They 
will call once a day on dealers in 
certain territories and twice a week 
on dealers in other territories. They 
will deliver their goods as wanted, 
make out a memorandum bill and 
collect the cash from the dealer. These 
truckmen will not only sell from their 
trucks, but they will take longer 
orders to be delivered on the next 
call from the warehouses. 

“Of course,” said this distribution 
expert, “only certain lines of goods 
fit into a plan like this, lines where 
there are a few units. For instance, 
take Lydia Pinkham’s preparation 
there are only three sizes, a packet for 
25c. and 50c. and $1. It is a simple 
matter to distribute such a line under 
this system. It is figured that each 
truck could distribute and take care 
of the business of about 80 short lines 
of goods. Now, what does this sys- 
tem of distribution mean? There will 
be no credit man, no bookkeeping de- 
partment, no salesman and no sales- 
man’s car. The warehouse distribut- 
ing the goods will be built on cheap 
land on the railroad tracks. The only 
duty of the warehouse man will be 
to keep up his stock and check up 
the sales of the truckmen. 

“It is estimated in one line of busi- 
ness that the distribution of goods 
through present sources to the retail 
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trade costs 17 per cent. Neither the 
jobber or the retailer has been mak- 
ing any profit on these lines. One 
hundred million dollars worth of 
goods could be distributed by these 
120 warehouses. The cost under the 
old system of distribution was 17 per 
cent or $17,000,000. Under the new 
system the cost of distribution can be 
reduced to 5 per cent, a saving or 
$12,000,000 in distribution alone.” 

Would I take any stock in this new 
enterprise? Well, I was hardly pre- 
pared as yet, but the ideas outlined 
are certainly startling and with all 
the changes that have taken place in 
business, no change would be very 
surprising. 

“Now, let me tell you something 
else,” said this expert in distribution. 
“Truck manufacturers in the future 
are going to stop selling trucks. They 
will be selling transportation. In 
other words, when this new system 
gets under way, the handling of all 
the trucks will be done by truck 
manufacturers and they will be paid 
on a basis of so much per week for the 
use of their trucks. In other words, 
the company itself will not even have 
to buy trucks. 

“Nor is that all, these warehouses 
that will be established will be part 
of a chain of a national warehousing 
system with headquarters in New 
York. When these warehouses are 
used the company distributing the 
merchandise will only have to pay for 
the exact amount of warehouse space 
used. There will be a great saving 
there because just now in business 
many concerns have a great deal 
more warehouse space than they need 
for their business, but they are com- 
pelled as they own this space to pay 
taxes, insurance and other overhead 
expenses.” 

“Well,” I inquired, “just what will 
the manufacturer have to do who will 
take part in this national plan of 
truck distribution?” “His job,” said 
my visitor, “will only be to advertise 
his goods and keep up the consumer 
demand. Just as long as the consumer 
insists on having the goods they will 
be bought by the retailers and, of 
course, it will be the policy of all the 
companies using this system under 
the N. R. A. to see that the retailers 
get a good profit on the items distrib- 
uted. No cutting of retail prices will 
be tolerated.” 

“To whom goes this extra profit 


of $12,000,000 that will be saved in 
distribution?” “That,” he said, 
“would be divided between increased 
consumer advertising, the manufac- 
turer, the distribution company and 
the retailer.” 

After my visitor left I reflected that 
this idea of selling goods by delivery 
men is not entirely new. Felix Potin, 
of Paris, has one of the greatest gro- 
cery businesses in the world. Potin 
has a very large headquarters store 
in Paris and then he has branch re- 
tail stores in all of the leading cities 
in France. He sells direct to con- 
sumers. His salesmen with auto- 
mobiles call daily at the homes of 
their customers and these salesmen 
have all the power and authority of 
the home office in making prices, 
allowing credits, taking back re- 
turned goods, collecting money and 
in extending credit; in fact, all the 
business of the housewife may be done 
with this representative who takes 
orders and also delivers the goods. 
I was told that none of these men 
ever refer any question up to the 
main office. If any customer should 
write or communicate with the main 
office they well be referred to the local 
salesman. In his territory this local 
salesman is absolutely supreme. 

I was also informed that these 
salesmen were trained by Potin very 
carefully indeed. Their training cov- 
ered a period of several years. They 
joined the concern as boys, started 
at the bottom and worked their way 
through the establishment until 
finally they were given a distribution 
route of their own. The results of 
these, young men were carefully 
studied and those developing extra 
intelligence were in time put in charge 
of branch stores with delivery men 
under them. 

I was also told something that 
would appear rather unusual to 
Americans. This system only indi- 
cates how careful the practical 
Frenchman works things out. They 
believe, in France, that every young 
man should marry. Experience has 
taught them that the married man is 
more stable and dependable than the 
bachelor. Therefore, when one of 
these young fellows who has been 
trained by them reaches a certain age 
it is suggested to him that he look 
around for a wife. It was even told 
me that when his wife is suggested 

(Continued on page 57) 
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LETTERS to the Editor 


Western Clock Co. States Policy Regarding 


Distribution of Its Products 


La Satie, Irt.—Our attention has just 
been called to the latest issue of Sears- 
Roebuck’s general catalog in which they 
illustrate our Big Ben Chime Alarm, plain 
dial at $2.98; Big Ben Chime Alarm, 
luminous dial at $3.98; New Baby Ben, 
plain dia] at $2.69; and new Baby Ben 
luminous dial at $3.69. 

We do not sell Big Ben or other regular 
Westclox designs to Sears-Roebuck and 
any stocks which they may secure to fill 
the orders resulting from the listing of our 
products in their catalog are being pur- 
chased from some source unknown to us 
at this time. 

This firm has endeavored to secure our 
products directly from us, but as some of 
their methods of distribution are contrary 
to our policies, we have exercised our legal 
rights and refused to sell them the same as 
we would anyone else whose practices tend 
to demoralize our market. We have no in- 
tention of changing our attitude in this re- 
spect and will exert every legal effort to 
maintain our postition. 

We also have just been informed that 
Montgomery Ward & Company are listing 
our Big Ben and Baby Ben Clocks and 
Pocket Ben watches in their Fall and 
Winter catalog for 1933 and 1934 at re- 
duced prices similar to those above. 

We have, as you know, been selling di- 
rect to Montgomery, Ward & Company. In 
the past they have always listed and sold 
our merchandise at its full advertised con- 
sumer price, so that their latest action 
comes as a severe blow to our faith that 
this firm would not do anything to injure 
our business. Of course, in the future we 
will refuse to sell them any of our prod- 
ucts, just as we would refuse to sell to any- 
one else whose practices tend to demoralize 
our market. 

Our salesmen have reported to us that 
certain parties representing themselves as 
employed by Sears-Roebuck & Company 
have approached some of our wholesalers 
endeavoring to purchase Westclox at a 
slight margin over our prices to the whole- 
saler. 

Where the practice of sub-jobbing tends 
to demoralize the market for our goods and 
unreasonably and unfairly depreciates their 
value, we shall exercise our legal rights to 
refuse to sell to any wholesalers who know- 
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ingly enable such unfair practices to be 
carried on. We shall further take any other 
legal action which may be available to us 
in any particular case which may come to 
our attention. 
H. J. Wacner, Sales Manager, 
Western Clock Company. 
This letter also went to all wholesalers 
handling this company’s products. In a 
measure it is also a warning to them, that 
furnishing goods for price-cutting distribu- 
tion will not be idly tolerated. We are 
advised from ‘sources, we consider compe- 
tent to know, that this manufacturer is 
entirely within legal rights in this policy 
and statement. If so, the same course is 
open to all other manufacturers sincerely 
interested in protecting the profitable dis- 
tribution of their products through main- 
tained resale prices.—Ed. 





The Unfair Drug Store 
Competition 


Hammonp, La.—Just wonder if it would 
not be a good move to restart fair compe- 
tition among all merchants as it seems that 
our Government is interested. 

For instance 30 years ago there was a 
law passed here that all drug stores could 
stay open on Sundays; at that time these 
drug stores sold only drugs, but now you 
can buy hardware, groceries, dry goods 
and many other things that we stock. In 
my town if I sell a flashlight and fishing 
tackle or a pocket knife on Sunday I am 
arrested for it and at the same time I can 
walk across the street and buy all the 
hardware and dry goods I want from the 
drug store. It is high time that our Na- 
tional Government take hold and do like 
Mussolini in Italy, make a separate license 
for each line and make it plenty or cut 
them out altogether in selling hardware, 
etc. 

Thanks for your comment and I know 
that you will do all you can for the strug- 
gling hardware trade. 

F, J. Lewis, 
Lewis Hardware Co. 





Says Jobbers Sell Consumers 


Minneapouis, Minn.—I am writing you 
this letter for publication in that it may 





have some weight in correcting evils in 
our business. 

Upon innumerable occasions I have found 
that my jobber through the employer has 
sold my customer merchandise at whole- 
sale. This is done in nearly all of the 
small factories in our city, including tin 
shops, garages, or any business that can 
get merchandise at wholesale and I un- 
derstand that this unfair practice is gen- 
eral over the country. 

This is being done by employers for the 
purpose of keeping the good will of its 
employees, but much injustice results to 
the hardware dealer who has bought a 
stock -from the jobber and is trying to 
meet every kind of competition. It is futile 
for him to try to compete with his jobber. 

Now that a code of fair practices and 
ethics in business is about to be adopted, 
would it not be an opportune time to in- 
clude in such a code a clause that would 
eliminate such unfair practices? I believe 
that the time has arrived when such un- 
fair practices can be entirely done away 
with if the proper steps are taken at this 
time in the formation of this code. 

A. E. Krart. 





No Separate Chain Code! 


Uniontown, Pa.—Here is a copy of the 
telegram which we sent to General Hugh 
S. Johnson, NRA Administrator, protest- 
ing against the granting of a separate code 
for chain organizations: 

“We wish to protest against separate 
code for chain stores providing for dif- 
ferent wage scale and hours than in gen- 
eral retail code. Our organization in per- 
fect accord with NRA.” 

E. H. Warp, Secretary, 
Uniontown Merchants Club. 





Buying For Present Needs 
Only 


Antico, Wis.—Will you publish the fol- 
lowing and watch the replies. 

Bang went a bomb mid summer of 1914. 
Ten months later articles like brass, cop- 
per, zinc, all items. going -into the manu- 
facture of ammunition raised anywhere 
from 5-10 and 15 per cent. Why? First, be- 
cause demand, second, everybody was either 
engaged in war or gainful occupation. To- 
day prices are rising in leaps and bounds. 
No work, no money, no banks, what the 
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farmer has to sell is in most cases in the 
hands of other inflated or inflation means. 
Puffed up, unduly raised in price. In other 
words no cause for it. Wind business! Why 
should nails, axes, maul, roofing and thou- 
sands of other items rise while there is no 
demand, unlike 1915? Persons who are re- 
sponsible should throw on their shovel and 
drive to the next pile. I pretend to know 
what bull is. Bull chains, points, punches, 
rings, snap and staffs. But what is infla- 


For a Unified 


San Francisco, Catir.—Permit me to re- 
fer to the front page of Harpware AGE, 
dated July 20, 1933, subject “Unified Re- 
tailers’ Code.” 

There is a great deal to be gotten from 
this editorial. 

I have gone over very carefully a great 
many initial codes of fair practice proposed 
by retail trades, and wish to make the fol- 
lowing observations: 

It seems to me that what generally fits 
the retail end of one industry pretty nearly 
fits any other group of retailers. 

Most initial and proposed codes of fair 
practice have, for some cause or other, been 
decidedly brief. If this great plan of the 
present Administration, evolved by a group 
of thinkers, is to work, it will be because 
of the fact that fair competition is main- 
tained through a code of ethics that will 
fit all industries, otherwise you will have 
one industry preying upon another indus- 
try, and the industry most loyal and honor- 
able in its code of ethics will be the loser. 

In the writer’s opinion, a list-of unfair 
practices in merchandising should be made 
definite, and unfair practices should be 
definitely pointed out, and the description 
should be placed in words so plain that no 
argument can ever come as to what is fair 
and unfair practices in competition. 

In lining up, for instance, an industry 
like Hardware, where there is an interlock- 
ing interest between the retailer, the whole- 
saler and the manufacturer, the Recovery 
Act Board first of all should recognize the 
old American way of doing business, name- 
ly, manufacturer to wholesaler, wholesaler 
to dealer, dealer to consumer. The code of 
ethics governing these divisions of the in- 
dustry should be a harness with lines 
guiding the different divisions, and the 
writer does not see how fairness and equal 
opportunity can prevail unless the above 
considerations are made. 

In the first place, factories and whole- 
salers for a great many generations have 
had “preferred customers,” and so have 
the retailers as far as that is concerned— 
“preferred. customers” who are protected 
by special price, or by a system of rebating, 
should be taboo by all ethical codes. One 
consumer’s money, or one dealer’s money, 
or one wholesaler’s money, is, or should be, 
just as good as any other consumer’s, 
dealer’s or wholesaler’s money. 

Why should banks, creameries, carpen- 
ters, contractors, dairies, wineries, schools, 
hospitals, and what-not, buy cheaper than 
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tion? I have not and will not make any 
advance purchases. Present needs only. 
What goes up must come down. A tax on 
flour the bread of life. How long before 
we will have a meter on our nose to register 
the air? What is your opinion fellow hard- 
ware men? 
A. L. Kommers. 

(Mr. Kommers wishes us to state that 
this letter was written on July 19, 1933. 
—Ed.) 


Retailers’ Code 


the honest, hard-working rancher for in- 
stance? Within the ideal code of ethics 
this point should be definitely and fully 
covered when the hardware retailer’s code 
of ethics is distributed, so that when the 
final codes are drafted for factory, jobber 
and retailer, it will be definitely under- 
stood within the last draft of the code of 
ethics covering the different branches of 
the industry that the factory can not go 
round the jobber to do business with the 
dealer, neither can the jobber go ’round 
the dealer to do business direct with the 
consumer—these are glaring unfair prac- 
tices in competition. 

In regard to labor, hours per day, min- 
imum wages and hours per week, it would 
seem to the writer that this has been gen- 
erally agreed upon as being as nearly per- 
fect as can be figured out. 

Chain stores, sapping the life-blood of 
the thousands of communities in which 
they are, will be hard pressed to maintain 
wage scales asked by the Government, and 
codes of fair practice should take a definite 
trend to eliminate these chain organiza- 
tions who smother competition by beating 
down labor and the price of farmer’s prod- 
ucts, and honest-to-God home-owned stores 
whose every dollar remains in a community, 
even to the last cent, if they make a 
profit, should grow and prosper. 

Wholesalers who retail are certainly out 
of order. Public utilities who are guaran- 
teed rates that will bring them a fair 
profit, by the different states, and who use 
this state protection to get into the ap- 
pliance business, selling electric ranges, gas 
ranges, refrigerators, etc., not only de- 
moralize all business but stand as the great- 
est example of greed, putting unfair prac- 
tices over on an unsuspecting public. Fac- 
tories, I understand, sell these people di- 
rect, and it is something that should be 
cleaned up if ethical codes are to be writ- 
ten that will have the respect of all ends 
of industry. 

The Government demands shorter hours, 
more pay, and more people put to work, 
which is certainly fair, and the writer is 
one hundred per cent for this thing. How- 
ever, the different large, greedy institu- 
tions that have come into being, who live 
by the special privileges they command, 
should be torn down by the fair codes of 
practice in the interest of all. 

Harry Crowe, President, 
California Retail Hardware 
& Implement Association. 


Looking at Distribution 


Sout Evuciw, On1o—Although out of 
the game and only a side line observer, 1 
trust that I may be pardoned for taking 
more than a passing interest in the con- 
troversy being waged regarding the ques- 
tion of hardware distribution. 

The issue, however, is as old as the game, 
and I well remember the bitter condemna- 
tion that was hurled toward the road 
salesman who sneaked into a blacksmith’s 
shop or a lumber company’s office, to solicit 
business after having received an order 
from the hardware man. 

There is no excuse today, however, for 
the salesman to look beyond the legitimate 
dealer, and if his cranium is ample to store, 
for delivery, the sales talk that his sales- 
manager has imparted to his keeping, he 
will have done his full duty, and results 
will be O K. 

But this is only a minor part of the dis- 
cussion at hand, for it has broadened to in- 
clude the question of manufacturer throw- 
ing his protecting arm about the retailer 
in order to save his hide. 

The old reliables among the manufac- 
turers have the route through the whole- 
saler to retailer well paved, but there comes 
a fellow whose wares are new and untried, 
that horns in by offering to save the day 
for the poor retailer, by graciously hand- 
ing him the middleman’s profit. 

Then again as long as the manufacturer 
continues to sell his product to the small 
jobber who is also a retailer; conditions in 
some localities will be disturbed as they 
are today. 

Customs as well as conditions are rapidly 
changing, however, and those who today are 
being tantalized by unethical competition, 
are quite apt to be leaders tomorrow 
among combinations that have been pro- 
moted for a work-out of more satisfactory 
relations between all concerned. 

Some thoroughly good ideas have been 
put to work, and one of the latest that I 
have been privileged to see functioning, is 
the Eagle Hardware Stores Incorporated, 
at Cleveland, where I happen to be a so- 
journer; the enthusiasm displayed by both 
the wholesalers and retailers being most 
pronounced. 

It has been my privilege through many 
years of contact to become familiar with 
conditions pertaining to the marketing of 
hardware from Cleveland, and I say, with- 
out fear of contradiction, that there is no 
city in this land that has produced two 
jobbing houses that are better prepared 
to serve the retailer than The Geo. Worth- 
ington Co. and the Bingham Co. 

Both have stood the acid test, while 
others have come and gone, since the days 
before railroads were built, and Pratt & 
Company of Buffalo dominated the ter- 
ritory bordering on the Great Lakes by 
operating a fleet of boats. 

More than sixty stores are represented 
in the association referred to, and predic- 
tions are being made that other cities will 
adopt their ideas and principles, which 
cannot but endure if all are willing to abide 
by the golden rule. 

T. H. Paterson, 
Retired Veteran Hardware Salesman. 
(Continued on page 59) 
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National Hardware and Supply Assn. Formed 
By Major Hardware Dealers of Country 


Wallace J. Stebbins, of Chicago, Elected President; Chas. B. Shaeffer, Kan- 
sas City, 1st V.P.; Leon C. Warner, Jr., Minneapolis, 2nd V.P.; Phillip Gross, 
Milwaukee, Treas., and E. G. Vonnegut, Indianapolis, Secretary 


On Aug. 19, executives of a 
number of large metropolitan 
hardware stores throughout the 
country met in Chicago to or- 
ganize the National Hardware 
and Supply Association. 

In a_ recent announcement, 
Wallace J. Stebbins, president of 
the new organization, stated that 
there had been a long apparent 
need for an association designed 
to adequately represent those 
hardware merchants whose sales 
exceed $100,000 annually and 
who collectively account for a 
major portion of all goods sold 
through retail hardware chan- 
nels, since there are many prob- 
lems incident to the management 
of large metropolitan hardware 
stores which are common neither 
to the smaller retail stores nos 
strictly wholesale hardware mer- 
chants. 


These merchants, according to 
the National Hardware and Sup- 
ply Association, are unique in 
that they conduct a business of 
service and supply demanding 
large and complete stocks of spe- 
cial as well as standard sizes and 
types of products, in variety and 
scope rarely found even _ in 
strictly wholesale establishments. 
These stocks of merchandise are 
designed to fill the immediate 
needs of the trade they supply 
such as state institutions, hos- 
pitals, hotels, the Federal, State, 
County and City Governments, 
as well as public utilities, rail- 
ways, contractors, builders and 
industrial plants. Delivery sys- 
tems are regularly maintained 
within a 20-mile radius in most 
cases. 


The higher cost thus entailed 
in inventory and sales expense 
requires the right of these mer- 
chants, according to the new as- 
sociation, to buy goods at best 
wholesale prices if they are to 
continue to fulfill their place in 
distribution. 


It is the opinion of those com- 
prising the charter membership, 
that manufacturers, wholesalers 
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WALLACE J. STEBBINS 


and smaller retailers are ade- 


quately represented, but the in- 
termediary group finds little sym- 
pathy or value in either of the 
presently organized associations 
for either representation or dis- 
cussion of management and sales 
problems common only to those 
merchants in whose interest the 
National Hardware and Supply 
Association is organized. 

Recent developments incident 
to the National Recovery Act 
code deliberation, Mr. Stebbins 
states, would, if established as 
legal trade practice, threaten the 
continued existence of the large 
retailers which include many who 
also do a substantial wholesale 
business. To meet this situation, 
the officers and directors of the 
National Hardware and Supply 
Association are strenuously at 
work, taking the necessary steps 
to protect their mutual interest. 
Legal counsel has been engaged 
at Washington, D. C., to repre- 
sent their group in National In- 
dustrial Recovery Act discus- 
sions. 


The following resolutions were 
adopted at the organization meet- 
ing: 

WHEREAS, it is the request 
of President Franklin D. Roose- 
velt that prices to the consumer 
be not increased beyond the 
amount sufficient to absorb the 





increased cost of operation under 
the NRA; and 

WHEREAS, the members of 
this organization distribute large 
quantities of hardware and kin- 
dred lines to the consuming pub- 
lic in competition with hardware 
jobbers, mail order houses, chain 
stores, mill supply, building sup- 
ply, janitor supply, factory sup- 
ply or machinery supply dealers; 
and 

WHEREAS, if our members 
are to continue to distribute this 
merchandise on a fair and equi- 
table basis to the consumer it is 
absolutely necessary that they be 
permitted to continue to buy 
their reauirements direct from 
the manufacturer at the lowest 
prices at which the same mer- 
chandise is sold to the hardware 
jobbers, mail order houses, chain 
stores, mill supply, building sup- 
ply, janitor supply, factory sup- 
ply or machinery supply dealers; 
therefore be it and it is hereby 

RESOLVED, that all members 
of this organization agree to pur- 
chase their requirements from 
such manufacturers as will coop- 
erate with them by granting to 
them the lowest prices as above 
outlined; and be it further 

RESOLVED, that a copy of 
this resolution be sent to Gen- 
eral Hugh S. Johnson, Adminis- 
trator of the National Recovery 
Act, and to the principal manu- 
facturers of hardware and kin- 
dred lines in the United States 
with the request that such manu- 
facturers acknowledge receipt of 
this resolution. 

The following are the an- 
nounced officers and directors: 
Wallace J. Stebbins, Stebbins 
Hardware Co., Chicago, presi- 
dent; Charles B. Shaeffer, Bunt- 
ing Hardware Co., Kansas City, 
Mo., first vice-president; Leon 
C. Warner, Jr., Warner Hard- 
ware Co., Minneapolis, Minn., 
second vice-president; Phillip 
Gross, Phillip Gross Hardware 
and Supply Co., Milwaukee, 
Wis., treasurer; E. G. Vonnegut, 
Vonnegut Hardware Co., Indi- 
anapolis, Ind., secretary. Direc- 





tors: R. M. Black, Black & Co., 


Decatur, Ill.; John A. Brown, 
The Rayle Co., Detroit, Mich.; 
Carelton F. Bryan, Maxwell 
Hardware Co., Oakland, Cal.; 
S. S. Bryan, United Hardware & 
Supply Co., Titusville, Pa.; 
Julius Cohen, Central Hardware 
Co., St. Louis, Mo.; C. J. Elder- 
field, Elderfield-Hartshorn Hard- 
ware Co., Niagara Falls, N. Y.; 
E. E. Ellis, Yazoo Hardware Co., 
Yazoo City, Miss.; H. M. Gard- 
ner, Gardner’ Hardware Co., 
Minneapolis, Minn.; Phillip W. 
Gross, Phillip Gross Hardware & 
Supply Co., Milwaukee, Wis.; C. 
E. Hanssen, Louis Hanssen’s 
Sons, Davenport, Iowa; G. L. 
Hanzalik, Adam Decker Hard- 
ware Co., St. Paul, Minn.; Percy 
G. James, James & Hawkins, 
Queen’s Village, N. Y.; F. S. 
Lamb, W. J. Pettee & Co., Okla- 
homa City, Okla.; C. V. Leavitt, 
Hennepin Hardware Co., Minne- 
apolis, Minn.; Ben J. Melcher, 
Melcher-Schene Hardware Co., 
St. Louis, Mo.; James W. Mor- 
ton, James Morton & Sons Co., 
Omaha, Neb.; J. A. Peck, The 
George W. Peck Co., Elmira, 
N. Y.; Walter C. Raabe, Raabe 
& Mauger Hardware Co., Albu- 
querque, N. M.; J. R. Raymer, 
Raymer Hardware Co., St. Paul, 
Minn.; H. Seufert, Seufert Bros. 
Hardware Co., Kansas City, Mo.; 
Charles B. Shaeffer, Bunting 
Hardware Co., Kansas City, Mo.; 
M. J. Spoerl, Spoerl Hardware 
Co., Hamilton, Ohio; Wallace J. 
Stebbins, Stebbins Hardware 
Co., Chicago, Ill.; J. D. Turner, 
Turner Hardware & Implement 
Co., Stockton, Cal.; E. G. Von- 
negut, Vonnegut Hardware Co., 
Indianapolis, Ind.; Leon C. War- 
ner, Jr., Warner Hardware Co., 
Minneapolis, Minn.; R. H. West- 
brook, Franzen Hardware Co., 
Riverside, Cal.; Charles H. Wil- 
liams, Williams Hardware Co., 
Streator, Ill.; E. G. Wilmoth, 
Johnson Hardware Co., Omaha, 
Neb.; W. W. Woodruff, Jr., W. 
W. Woodruff Hardware Co., 
Knoxville, Tenn.; George Hem- 
minsen, Mohr-Jones Hardware 
Co., Raeine, Wis.; Frank Doyle, 
Doyle Hardware Co., Utica, 
N. Y.; Frank B. Peck, The 
Frank B. Peck Co., Hornell, 
N. Y. 

Temporary headquarters are 
being maintained at 15 West 
Van Buren St., Chicago. 
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@ The American Weekly is the world’s 
favorite magazine—judged by the num- 
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= 5,000,000 families made up of over 
andl 22,000,000 people, or twice as many 
‘al.; families as read any other magazine. 
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- @ The American Weekly is the largest magazine in the world. It is distributed 
% through 17 great Sunday Newspapers. In 529 of America’s 995 towns and cities of 
., 10,000 population and over, The American Weekly concentrates 68% of its 
y , ‘ 

; circulation. 

ey In each of 93 cities, it reaches one out of every two families 

S In 110 more cities, 40 to 50% of the families 

" In an additional 157 cities, 30 to 40% 

2, In another 169 cities, 20 to 30% 

ie 

l, ... and, in addition, more than 1,680,000 families in thousands of other commu- 
. nities, large and small, regularly buy and read The American Weekly. 
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NRA MAIN TOPIC AT CHICAGO 
WHEN JOBBERS-MANUFACTURERS MEET 


Tugwell Invited To Address Joint Opening Session— 
Convention Meets October 16-19 


With a program built around 
the NRA, the sixty-seventh semi- 
annual convention of the Amer- 
ican Hardware Manufacturers 
Association and the thirty-ninth 
annual convention of the National 
Hardware Association of the 
United States will be held joint- 
ly at the Palmer House, Chicago, 
Ill., from Monday evening, Oct. 
16, to adjournment on Thursday, 
Oct. 19. Both associations will 
have their headquarters at the 
Palmer House, where the entire 
fourth floor will be given over 
to the joint convention activities. 

Prominent executives of the 
administration will address the 
convention on the NRA and the 
code of fair competition. Prof. 
Rexford Guy Tugwell, assistant 
secretary of the department of 
agriculture, Washington, D. C., 
and one of President Roosevelt’s 
advisers, has been invited to ad- 
dress the joint opening session 
of the convention. 

Members of the American 
Hardware Manufacturers Asso- 








ciation making advance applica- 
tion will be given free of charge 
the use of one display table 
three by six feet for display pur- 
poses in the lobby on the fourth 
floor. 





INVITED TO SPEAK 





R. G. TUGWELL 





Information as to hotel rates 
and railroad fairs is available 
from George A. Fernley, sec- 
retary-treasurer, The National 
Hardware Association of the 
United States, 505 Arch St., 
Philadelphia, Pa., and Charles 
F. Rockwell, secretary-treasurer, 
American Hardware Manufac- 
turers Association, 342 Madison 
Ave., New York City. Details as 
to the program will be sent out 
at a later date. 

Owing to the special 9, 10, 15, 
16 and 30 day excursion rates 
being granted by railroads dur- 
ing the Century of Progress Ex- 
position, the usual one fare and 
one-third convention rate is be- 
ing granted only by the Central, 
Trunk Line and New England 
Associations. Where the special 
convention rate is granted the 
usual identification certificate 
plan will be used. Information 
as to lowest rates may be ob- 
tained from local railway ticket 
agents. 





MERGE ZAPON UNIT, 
BREVOLITE LACQUER 


The western business of The 
Zapon Co., a subsidiary of the 
Atlas Powder Co., Wilmington, 
Del., has been combined with 
that of the Brevolite Lacquer Co., 
North Chicago, Ill. The combined 
organization will be known as 
The Zapon-Brevolite Lacquer Co. 
Leonard Richards, vice-president, 
Atlas Powder Co., has _ been 
elected president and _ general 
manager of all activities of The 
Zapon company including the 
Zapon-Brevolite Lacquer Co. J. 
W. Hanson, Jr., will be assistant 
general manager in charge of 
sales. J. M. Howard will con- 
tinue as general sales manager 
of lacquers and synthetics in the 
territory served by the Stamford, 
Conn., factory, while Casper Ape- 
land, formerly president of the 
Brevolite Lacquer Co., will be 
general manager in charge of 
all activities of the newly formed 
company. 

For the present the Chicago 
branch of the Zapon company 
will continue at 45th and La 
Salle Sts., although it is planned 
that activities of the new com- 
pany be centralized in the Brevo- 
lite factory and sales office in N. 
Chicago, Ill. The eastern busi- 
ness as well as the entire leather 
cloth and kindred fabrics depart- 





ment will be conducted as here- 
tofore under the name of The 
Zapon Co., from the plant at 
Stamford, Conn., and from the 
branch offices in New York and 
Detroit, Mich. 

ROBINSON N.Y. MANAGER 

FOR U.S. STAMPING 


E. M. Robinson has been ap- 
pointed manager ‘of the New 
York office of the United States 
Stamping Co., Moundsville, W. 
Va., enameled ware manufac- 
turers. He had been previously 
located at Moundsville, where he 
was sales manager for a number 
of years. His new position is in 
the form of an advancement. 


N. QUEENS DEALERS 
COMMITTEE FORMED 


At the Aug. 30 meeting of 
the North Queens Paint, Hard- 
ware & Housefurnishings Dealers 
Association, held at the Alpine 
Restaurant, Corona, N. Y., an 
executive committee was ap- 
pointed comprising president 
John Imbergamo, secretary, 
Lawrence Glickman, Messrs. 
Eberle, Sr., Bard, Fox, Resnick, 
Shafer, Jr., Kossoff and O’Dwyer. 
Mr. Glickman has arranged an 
appointment with the executives 
of chain stores to invite cooper- 
ation with the association. 





HUDSON COUNTY GROUP 
SETS UNIFORM HOURS 


At the last of the three meet- 
ings held during August by mem- 
bers of the Hudson County Re- 
tail Hardware & Housefurnish- 
ings Association uniform open- 
ing and closing hours were 
adopted. At one of the meet- 
ings a code of fair competition 
was read and discussed. 

Stores will open at 7 a. m. and 
close at 8 p. m., Monday, Tues- 
day, Thursday and Friday, and 
close at 6 p. m. on Wednesday 
and at 9 p. m. on Saturday. Dur- 
ing July and August they shall 
close at 1 p. m. on Wednesday, 
while during the month of De- 
cember they shall close at 9 p. m. 
except on Saturdays, when they 
shall close at 10 p. m. For 10 
business days prior to Christmas 
and Easter the stores may re- 
main open until 10 p. m. On 
night preceding legal holidays 
they may remain open until 10 
p. m. They are to be closed on 
Sundays and on seven legal holi- 
days named in the agreement. 

M. B. Perlman, Jersey City, 
N. J., is president of the associa- 
tion, while H. H. Harris is vice- 
president. E Schneider is treas- 
urer and B. F. Meritt is secre- 
tary. 








MANHATTAN-BRONX 
ASSN. DISCUSSES CODE 


Charles J. Heale, editor of 
HarpwarReE AcE, and Henry 
Nerge, secretary Yorkville Cham- 
ber of Commerce, participated in 
the discussion of the NRA retail 
code at a meeting of the Man- 
hattan and Bronx hardware deal- 
ers, in the Chamber’s assembly 
room, on Tuesday, Aug. 29. Mr. 
Heale, having just returned from 
Washington, where he attended 
the hearings on the code, answer- 
ed many queries regarding the 
probable effect of the various 
clauses of the code. He pointed 
out, also, that the code as now 
presented to the Administration 
is subject to further revision and 
even after agreement and final 
presentation, President Roosevelt 
may alter it if it does not meet 
with his approval. The meeting 
was indicative of keen interest 
in the Act. 

Mr. Nerge’s talk to the asso- 
ciation members was advisory in 
its nature and was followed by 
an open forum. 


PERMUTIT ANNOUNCES 
NEW REPRESENTATIVES 


Oliver P. Harris, manager, 
domestic sales, The Permutit Co., 
New York City, manufacturers 
of water softeners and water sys- 
tems, has announced that Law- 
rence L. Smith has been placed 
in charge of Permutit domestic 
sales in the Southwest and on 
the West Coast. Mr. Smith will 
have offices in Los Angeles, 
Calif., and a complete stock of 
Permutit water softeners will be 
warehoused there. C. O. Kim- 
ball represents the company in 
Maine and New Hampshire. 

Hansing & Hanks, a newly 
formed organization has taken 
over the distribution of Permutit 
Water softeners in Bergen County, 
New Jersey. Eugene A. Carttar 
heads a recently organized dis- 
tributing organization in Wichi- 
ta, Kan. 

NEIL HEADS NEW 
NEW JERSEY GROUP 

Charles G. Neil, Thomas G. 
Neil, Inc., Paterson, N. J., hard- 
ware dealer, was elected presi- 
dent of the newly formed North 
Jersey Retail Hardware Associa- 
tion at an organization meet- 
ing held in the Paterson Cham- 
ber of Commerce. Charles 
Rubenstein is _ vice - president 
while J. Zulauf is secretary and 
Robert Mills is treasurer. The 
members of the new group have 
decided to be open from 7.30 
a. m. to 7 p. m., Monday to Fri- 
day, inclusive, and from 7.30 a.m. 
to 8 p. m. on Saturday. The 
stores will be closed Sundays and 
on legal holidays. 
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YOuUT harvest 
begins hOW 





THE year’s agricultural harvests Around the highly engineered 
will soon be over—bringing, for | mechanical construction of these 
heaters Walter Dorwin Teague, 


the first time in years, worth- 
one of America’s foremost indus- 


while returns to many people in 


thousands of communities. It’s 
And one of the ‘ign which for attractiveness is 


trial designers, has wrought a de- 


your turn now. 


biggest crops you can reap is with positively unequaled in modern 


the revolutionary new line of heating devices. Customers’ in- 


American Oil-barnine Heaters itial interest is instant; and prov- 
g . 

All oil-burning home heaters 
of the past pale into mediocrity 
when compared with the beauty, 


simplicity and long-lasting effi- 


ing these heaters’ marvelous ca- 
pacity for convenience and pure, 
clean, odorless, healthful heat is 


easy, pleasant and effective. 





Now is the time to revive rural 





ciency of the American “Blue 
Flame” and “Sun Flame” mod- 
els, Nos. 73 and 93 respectively. 
(The lower-priced “Sun Flame” 
No. 92, though less elaborate in 
design, is just as marvelous in 


and small-town people’s long- 
deferred resolve to own a modern 
heater ... to free themselves of 
wood toting or the heavy expense 
of coal burning. American Heat- 


heating results.) ers burn cheap petroleum distil- 





late 





the inexpensive grades of 
furnace oil everywhere obtain- 


AMERICAN “SUN FLAME” MODEL No. 93 able. . . . And they burn it com- 
pletely. No heavily carboned 





Circulating system. Vent pipe and six ventilating 
tubes. Automatic draft regulator. Concealed fuel 
reservoir, with humidifying waterpan. Removable 


burners; no oil smears; no “flood- 


ing,” dripping, or “choking” up 


strainer, and vented valve stem (to prevent “air the feed line; no complicated 
locking”). Constant-level, non-clogging metering mechanism or moving parts — 
valve. Porcelain-enameled, non-carbouizing “bowl” nothing hard to regulate; nothing 
type burner vaporizing fuel from pool easily regu- to get out of exile. 


lated for any size flame. Even heat twenty-four 
hours per day! Heating chamber porcelain enam- 
eled in one piece with all joints sealed gas-tight. 
Beautiful finish—rich walnut-brown crystallized, Our proposition and sales helps 
baked-on enamel; trimmed with gleaming, chro- will surely interest you. Ameri- 
mium-plated moldings. Enameled top — and can Gas Machine Company, Inc., 
“window-type” doors—flame always visible. The ‘ ‘ 
same inherent quality that characterizes other Albert Lea, Minn. Branches: 360 
American products — Kitchenkook, Kampkook, Furman St., Brooklyn, N. Y.; 
4242 Hollis St., Oakland, Calif. 


| Readykook, Jiffykook, Lamps, Lanterns. 


AMERICAN OIL-BURNING HEATERS 
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If you haven’t an “American” 


franchise, write us immediately. 








The Tracy-Weils Co., Colum- 
bus, Ohio, wholesale hardware 
distributors, recently held a sales 
meeting on Westinghouse Lamp 
Co., New York City, lamps and 
French Battery Co., Madison, 
Wis., flashlight and battery lines. 





A. W. Lehner, sales manager, 


RETAIL CONFERENCE TO} 
MEET IN BOSTON, MASS., 
SEPTEMBER 18-19 


The Boston Conference on Re- 
tail Distribution will be held at 
the University Club, Boston, 
Mass., Sept. 18 and 19, as spon- 
sored by the Retail Trade Board, 
Boston Chamber of Commerce, 
in cooperation with the Harvard 
University Graduate School of 
Business Administration, and 
others. Sessions on both days 
will commence at 9.15. The pur- 
pose of the conference is through 
exchange of ideas, to stimulate 
constructive thinking about the 
major problems of distribution, 
and the program will consider 
some of the major subjects in 
retail distribution today. Men 
of national and international re- 
putation will be among the 
speakers. 

Daniel Bloomfield, 80 Federal 
St., Boston, Mass., is manager 
while P. A. O’Connell, president 
E. T. Slattery Co., and vice-presi- 
dent, Retail Trade Board, Boston, 
is general chairman of the con- 
ference. Rooms are available at 
the University Club together 
with the use of all facilities, to 
those attending the conference. 


A. M. EVERIT INJURED 
IN AUTO ACCIDENT 


Arthur M. Everit of the New 
York office of The Osborn Mfg. 
Co., Cleveland, Ohio, recently 
suffered a broken back, as the 
result of an automobile accident 
which occurred outside of Albany, 
N. Y. The car in which Mr. 
Everit was riding was pushed 
from the road by a truck, caus- 
ing him to be thrown out of 
the car. Mr. Everit, who covers 
the territory including New York 
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TRACY-WELLS HOLDS SALES MEETING 


Tracy-Wells, introduced  toast- 
master C. J. Campbell, at the 
dinner which preceded the meet- 
ing. A. J. Bronold, who acted 
as chairman, spoke on the sub- 
ject: “Lamp Business, Prospects 
and Contracts,” and ended the 
meeting with a discussion and 





question box. B. A. Morgan, 
buyer, electrical goods, Tracy- 
Wells, addzessed the group as 
did Mr. Campbell who discus- 
sed: “New Lamp Developments 
and Large Lamp Advertising, 
Miniature Lamps and Contracts.” 
Fred J. Coleman spoke on the 





City, part of the balance of New 
York State and Connecticut, is 
well known to the trade, having 
handled the Osborn household 
line all over the country. 





ROCHESTER SASH 
BALANCE OPENS PLANT 


J. G. O’Brien, former presi- 
dent, Caldwell Mfg. Co., Roches- 
ter, N. Y., who recently organ- 
ized the Rochester Sash Balance 
Co., Inc., has announced that 
the new plant is in operation 
and prepared to promptly fill 
orders. The plant is equipped 
with new automatic machinery 
and manned by mechanics who, 
for more than twenty-five years, 
have been turning out Rochester 
sash balances. 





VOLKANO KINDLER IN 
LARGER QUARTERS 


The Volkano Kindler Corp., 
manufacturers of Volkano Kin- 
dler, has moved from its former 
quarters at 225 Fifth Ave., New 
York City, to larger quarters at 
350 W. 3lst St. 





BLOCH HEADS SELMA 
JOBBER ASSOCIATION 


Maurice I. Bloch, Bloch Bros. 
Hardware Co., Selma, Ala., has 
been elected president. of the 
Hardware Jobbers Association 
of Selma while J. C. Coker, Tis- 
sier Hardware Co., was elected 
secretary. The organization was 
formed to permit cooperation 
under the N.R.A. 

CLARKE REPRESENTS 
FEDERATED SALES 
The Federated Sales Service, 
537 Commonwealth Ave., Boston, 
Mass., has appointed Edward T. 
Clarke as its representative in 





Ohio. He will make his head- 
quarters in Room 1236 Standard 
Bank Bldg., Cleveland, Ohio. 





ELECTRICAL SHOW 
FROM SEPT. 20-30 


The 1933 National Electrical 
Exposition will be held in Madi- 
son Square Garden, New York 
City, from Sept. 20 to 30, the 
first major or public show in the 
electrical and radio industries 
since 1929. Joseph Bernhart is 
manager of the National Elec- 
trical Show. Admission to the 
public will be 25c. with thou- 
sands of tickets being distribu- 
ted by the exhibitors. 


BOREN IS I RESIDENT 
OF ODELL HARDWARE 


W. C. Boren has been elected 
president of the Odell Hardware 
Co., Greensboro, N. C., succeed- 
ing J. B. Rice. L. A. Hartsook 
was reelected vice-president while 
F. R. Stout was again chosen 
secretary and treasurer. 

Mr. Boren, who is also presi- 
dent of the Pomona Terra Cotta 
Co., has been a stockholder in the 
Odell~ Hardware Co. fer more 
than a quarter of a century and 
a director for many years. Mr. 
Rice, who became president of 
the Odell company last November, 
is also president of the Hyman 
Supply Co., Wilmington, N. C. 





OREGON CITY DEALERS 
SET STORE HOURS 


Hardware and implement deal- 
ers as well as furniture stores 
in Oregon City, Ore., recently 
met to set opening and closing 
hours to conform with the NRA. 
Hardware and implement deal- 
ers will open at 7 a. m. and 
close at 6 p. m. 











flashlight program for the bal- 
ance of 1933 and later conducted 
a discussion. 


W. A. Brannon discussed hat- 
teries, etc., followed by Mr. 
Campbell who discussed minia- 
ture lamp advertising. 


— OBITUARY 


EVANS McCARTY 


Evans McCarty, retired vice- 
president, National Lead Co., New 
York City, died Sept. 2 at his 
héme in Pelham Manor, N. Y., 
at the age of 61. He entered the 
employ of the Southern White 
Lead Co., a subsidiary of Na- 
tional Lead Co., at the age of 17 
and a few years later became 
superintendent of the plant in 
St. Louis, Mo. In 1902 he was 
transferred to New York, where 
he later became vice-president of 
the United Lead Co., a sub- 
sidiary, and a director of the 
National Lead Co. Mr. McCarty 
was made a vice-president and 
a member of the executive com- 
mittee of National Lead in 1927, 
taking charge of the company’s 
foreign affairs. He retired two 
months ago because of illness. 

Mr. McCarty was also vice- 
president and director of: Titan 
Co., Inc., Titanium Pigment Co., 
United States Cartridge Co., and 
of the William Harvey Corp., tin 
producers, of which he was also 
general manager. He was a di- 
rector of: Baker Castor Oil Co., 
Magnus Co., Inc., and the Metal- 
lurgical & Chemical Co. He was 
president of the National Pig- 
ments & Chemical Co. 





j. FRANK DYER 


J. Frank Dyer, 75, a member 
of Malcolm & Dyer, Augusta, 
Me., hardware firm, died recent- 
ly. He was at one time with 
Wood & Bishop Co., Bangor, Me., 
later going to Augusta to form 
a partnership with Warren F. 
Malcolm. He and Mr. Malcolm 
took over the business of Orrin 
Williamson. 
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F OR twenty-nine years this company has weathered every 
economic disturbance that threatened its existence. 
Squalls, gales and tempests have been encountered and 
overcome. And now, combating one of the worst storms 
that ever engulfed world-wide industry, we are still headed 
into the wind — riding it out. True, our sails are closely 
trimmed, yet enough canvas is being carried to keep us on 
our course. With an experienced helmsman at the wheel and 
a skilled crew at his command we have every confidence 
that our ship will continue to hold its own. 


This confidence is based, not on optimism or hope, but on 
past experience — past years that have, in turn, been lean, 
prosperous and normal. Yet, through them all we have 
steadily progressed by keeping the course we so 
clearly marked when launching our first venture. This 
course—a strict standard of quality—has safely guided 
us from a humble beginning to our present position 
in the industry. t ee 6° Fe = 
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RIDING OUT THE STORM 


During normal periods it has permitted healthy expan- 
sion — in lean years, survival. And this adherence to a single 
standard of excellence, through all times and all conditions, 
finds increasing response today from those who have again 
discovered the extravagance of inferior products. 


Entering the new era with its promise of new ideas, new 
standards, and new methods, we carried with us those en- 
during principles that have withstood the acid test of expe- 
rience. Less substantial principles pass away with the years, 
but quality backed by a good name endures through change 
and crisis. We firmly believe that the hard-won reputation 
for a good name will continue to be the buyer's truest guide 
to quality and value. 

And so we shall continue striving to improve 
both our methods and our products; to keep faith 
with our traditions and our customers; and remain 
steadfast in the conviction that the world is starting 
tomoveforwardagainn * ¢ + +%F =F F 


CONTINENTAL SCREW COMPANY, New Bedford, Mass., U.S. A. 


SOUTHERN BRANCH: 1421 Fort Street, Chattanooga, Tennessee 


WESTERN BRANCH: 6529 Russell Street, Detroit, Michigan 
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Who Makes It? 


Information regarding sources of supply as provided 
readers of HARDWARE AGE by the “Who 
Editor, is presented here as an aid to others seeking the 
same articles. The inquiries published were selected be- 
cause of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supplements 
the service rendered by the Annual “Who Makes It?” 
issue which will be published Sept. 28, 1933 supplanting 
the 1932 edition. The 1933 edition will contain even —_ 
more complete listings of manufacturers of hardware and — 
related merchandise, condensed catalogs of leading manu- 
facturers and additional reference data that will be useful 
to the trade throughout the year. 


Makes It?” 





Costeskitt, N. Y.: Who makes a 
concealed stairway for use as an en- 
trance to an attic in a residence? The 
type we are seeking swings up into 
the ceiling, making what to all appear- 
ances, is a neat ceiling panel. When 
in use, this panel is released and being 
hinged and counter-balanced, drops 
down to the floor to form a stairway.— 
I. Van Voris & Sons. 

ANSWER: Bessler Disappearing 
Stairway Co., Akron, Ohio; Marschke 
Co., St. Paul, Minn., and Frazier Stair 
Co., 1817 Banksville Ave., Pittsburgh, 
Pa. 

* & & 

PHOENIXVILLE, Pa.: Where can we 
buy a blacksmith’s mandrel or circus 
cap? This is a hollow, cone-shaped 
casting, 12 in. in diameter at base, and 
30 in. high, tapering to a point at top 
and about 1% in. thick. It is used for 
rounding up iron rings—Acker & Fry. 

ANSWER: Illinois Iron & Bolt Co., 
Carpentersville, Ill.; B. B. Noyes Co., 
Greenfield, Mass., and Southern Skein 
& Foundry Co., Chattanooga, Tenn. 

* ® * 


FatrFIELD, IDAHO: Furnish names and 
addresses of the nearest distributors of 
Haviland china—McHan Hardware 
Co. 

ANSWER: T. James & Son, Kansas 
City, Mo.; Pitkin & Brooks, Chicago, 
Ill., and Himmelstein Bros., San Fran- 
cisco, Cal. 

* * * 

RepLANnps, Cau.: What concern by 
the name of Bartlett, or Collins, or a 
combination of both names, located in 
Oklahoma, makes hotel or restaurant 
glass barrel tumblers?—-E. M. Cope 
Commercial Co. 

ANSWER: Bartlett Collins Co., 
Sapulpa, Okla. 
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New Orveans, La.: Who makes cat- 
fish nippers? These are used to take 
the fish off the hook and prevent the 
angler from being finned—La Nara 
Hardware Co. 

ANSWER: Rein Leitzke, Beaver 
Dam, Wis. 

*% * * 

Battimore, Mp.: Who makes the 
Dacor, six-in-one, garment hanger?— 
Baltimore Hardware Co. 

ANSWER: Davis Tool & Engineer- 
ing Co., Detroit, Mich. 

(See H. A. Sept. 29, 1932, page 112.) 





Next Issue 


The annual “Who Makes It?” 
issue of Hardware’ Age, sup- 
planting the 1932 issue contain- 
ing complete listings of hard- 
ware and related merchandise, 
condensed catalogs of manufac- 
turers, will appear 


Sept. 28th 


1933 


It will contain reference data 
valuable to our readers and use- 
ful throughout the entire year. 
The entire issue will be devoted 
to this type of information. The 
year book of the industry. 
Watch for the 


Directory Issue 








or 


New Britain, Conn.: Furnish name 
and address of the manufacturer of 
Lane canvas baskets and _ trucks.— 
Hayes Hardware. 

ANSWER: W. T. Lane & Bro. 
Poughkeepsie, N. Y. 

a * * 


* 


Burra.o, N. Y.: Provide names and 
addresses of several sources of supply 
for wood faucets having a loose metal 
key.— Weed & Co. 

ANSWER: Acme Cork Co., 899 Third 
Ave., New York, N. Y.; John Sommer 
Faucet Co., 32 Morris Ave., Newark, 
N. J., and Redlich Mfg. Co., 637 W. 
Oak St., Chicago, Il. 

* & # 

SuEFFIELD, Pa.: Who makes Stovoil, 
a preparation used for preserving 
stoves?—Baynes Bros. 

ANSWER: Superior Laboratories, 
Grand Rapids, Mich. 

(See H. A. Sept. 29, 1932, page 166.) 

* * * 


Roxsury, Mass.: What firms in our 
vicinity handle oxalic acid?—Roxbury 
Hardware Co. 

ANSWER: Mutual Chemical Co. of 
America, 270 Madison Ave., New York, 
N. Y.; Roessler & Hasslacher Chemi- 
cal Co., Thomas Bldg., Niagara Falls, 
N. Y., and Chas. Cooper & Co., 4 Mul- 
berry St., New York, N. Y. 

* * * 


Detroit, Micu.: Who makes Viscol, 
used for waterproofing?—Eric Fromm, 
Inc. 

ANSWER: Viscol Co., Cambridge, 
Mass. 


* * * 

LawrENcE, Kan.: Provide name and 
address of the manufacturer of the 
Lincoln electric clock—Green Bros. 

ANSWER: Electric Clock Corp. of 
America, 500 Throop Ave., Chicago, Ill. 
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New Ideas in Distribution 


that the manager under whom the 
young man worked looked up the 
previous history of the would-be 
bride. If it was found that this his- 
tory was such that the chances were 
she would not make a helpful and 
satisfactory wife the young man was 
tactfully informed of this fact. 
However, when a suitable wife was 
chosen then Potin set up the young 
couple in housekeeping. He made 
them an advance in money with which 
to buy the necessary housekeeping 
outfit. This money could be paid 
back in easy installments. Even the 


(Continued from page 47) 


character of home selected by this 
young man was looked into. Potin 
does not believe in extravagance or in 
young people living beyond their 
means. On the other hand, when this 
young fellow grew older and if he 
were promoted to a higher position 
with the concern, a better residence, 
a house of his own might be sug- 
gested. Here again Potin was willing 
to help financially. 

Probably this paternal system 
would not work well in the United 
States, but it has worked well in 
France. Potin not only has a wonder- 





ful business, but a very strong, prac- 
tical, intelligent and loyal organiza- 
tion. As a matter of fact, the business 
of Potin is one great family working 
along certain fixed practical lines. 

French families are anxious to get 
their sons a position with this con- 
cern, as it means not only a long 
future for the young man, steady 
work on his part, but also a long 
period of training on the part of the 
employer. The fitness of the appli- 
cant for a position is very carefully 
studied. 











ARE you supplying the demand for ATLAS Sterilized Blued Tacks in the 
new 1/8 lb. “flat style” papers? The immediate acceptance of this greatly 
improved package has been proved throughout the country. Meet thisdemand 
by placing your order now. Volume production assures prompt delivery. 

These new “flat style” papers are packed in colorful “hardware” blue 
and orange, self-selling display cartons (1 dozen papers to ; 
the carton). They will stimulate tack sales and return sub- 


stantial profits. 


Stock the complete line of ATLAS Sterilized Blued Tacks. 
ATLAS TACK CORPORATION 


Fairhaven, Massachusetts 


East Coast Representatives: 


The new 
ATLAS flat style” PAPER 





Acclaimed from coast to coast! 


DISTRIBUTORS — RETAILERS — PUBLIC 
HAIL THIS NEW IDEA OF CONVENIENCE 


Distributed by 







South and Southwest Representatives: 





C. R. EAVES & CO. 


CHATTANOOGA, Tennessee (Box 343) 


Cc. R. EAVES & CO. 
Dattas, Texas (Box 1303) 


E. C. CROWTHER 


1502 W. Venango Street, Pai.apeLpatA, Pennsylvania 


THE OLDHAM-RUST COMPANY 
37-39 Murray Street, New York, N.Y. 


Mid-West Representatives: 


C. R. LITTLEFIELD . 
1161 Boatmen’s Bank Building, St. Louis, Missouri 


E. F. WILLIAMS 
5103 Hamilton Street, Omana, Nebraska 
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West Coast Representatives: 


HUGHSON & MERTON, Inc. 
Home Office: San Francisco, California, 1499 Market Street 
s ANGELES, California, 1630 S. Hill Street 
SeaTTtL_eE, Washington, 269 Colman Building 





PROFIT 


for you in 


KLEINS 


NYONE who appreciates 
good tools calls for 
Kleins when he buys 

pliers. The Klein reputation 
will sell fine tools for you. 
Klein Pliers are made in a 
wide variety of styles to 
meet every need of the 
skilled workman. It will pay 
you to carry Kleins. Check 
up on your stock now and 
order from your jobber. 


Klein Pliers have been 
standard with public utili- 
ties and master workmen 
—‘since 1857.”’ 


Buy from Your Jobber 


os CALIF BN ceo 


3200 BELMONT AVE., CHICAGO 


58 





Your Best “Recovery Act” 


(Continued from page 35) 


unit prices and the consequent higher 
unit margins. 

Then what happened? The mo- 
ment prices began to stiffen depart- 
ment stores went into the market and 
bought as heavily as they considered 
safe, in anticipation of a rise in prices. 
Why did they do this? To make an 
extra profit when higher costs should 
actually be in effect? No! 

It was in order to delay higher re- 
tail prices as long as possible, to fight 
the very thing for which they had 
prayed. It was in order to wrap a 
halo around their individual heads 
and advertise “our righteous policy 
of giving our customers the benefit 
of our foresight, etc., etc. . .” Com- 
petitive reasons, nothing else! 








Yet if these merchants had studied 
their arithmetic they would not be 


so enthusiastic about selling at the 
old prices, for they would know that 
every item sold at less than its re- 
placement value absolutely compels 
the seller to go further into debt to 
maintain his stock at its present unit 
size. 

Has retailing come to the point 
where “maintaining a competitive po- 
sition” is more highly regarded than 
making a profit? Let every man an- 
swer for himself. 

The conclusion cannot be denied 
that replacement prices are absolutely 
necessary from the standpoint of good 
merchandising arithmetic; they are 
right and fair from a moral angle; 
and they tend to promote clean, prof- 
itable competition, to hasten the day 
when dog shail no longer eat dog. 





Just Among Ourselves 


(Continued from page 40) 


sional sales clerks per store. That 
would tell the story. 


— HA — 


ERCY STRAUS (president, 

R. H. Macy & Co., N. Y. C. ) is 
making a one-man fight against the 
retail industry’s efforts to regulate 
advertising practices. Henry Ford is 
making the same kind of a stand 
against the rest of the automotive in- 
dustry. Having heard Mr. Straus, 
and read much of Mr. Ford’s reported 
opinions, I have mixed emotions on 
their respective protests. With Mr. 
Strauss, I do not agree at all. The 
restrictions on advertising, in my 
opinion, have been needed for a long 
time and should make the retailing 
situation more equitable all around. 
With Mr. Ford, I have some sympa- 
thy. He has long advocated (and I 
believe practiced) decent working 
conditions, living wages, etc. He has 
set a pace for the industry with 
which he is often out of tune. He is 
certainly in favor of the objectives of 
the NRA, but resents the threatened 
pressure from organized labor. At 
that, if Henry Ford successfully defies 
the NRA, it may prove a disastrous 
precedent. Therefore, I hope for an 


equitable compromise, believing that 
at this stage, the NRA must not be 
thwarted. If it is stymied, it will be 
almost impossible to promote any 
organized effort toward recovery. It 
is a wonder that some of the alleged 
humorists writing newspaper col- 
umns have not suggested that Messrs. 
Straus and Ford seek “the lone 
Eagle” instead of the “Blue Eagle.” 


HA-— 





Speaking of newspapers, I am re- 
minded of those three days and nights 
of the Retail Code hearings in Wash- 
ington. Seated at the press tables I 
was surrounded by a gang of very 
young men representing the nation’s 
leading papers and news services. 
With two or three notable exceptions, 
this group of about 25 looked like so 
many schoolboys. With true juvenile 
skill, they indicated constantly that 
the proceedings were boring. They 
yawned expansively and exchanged 
trivial comments about the discus- 
sions, wise - cracked about the 
speakers, most of whom had recog- 
nized business success to their credit. 
They displayed a discourteous su- 
periority toward the rest of the world. 
Slumped in their chairs, toying with 


HARDWARE AGE 











pen 
quit 
tant 
Ma 
Bro 
the: 
The 


thi 
fro 
her 
coc 
to 











pencils, and muttering, they appeared 
quite oblivious to the really impor- 
tant phases of the hearings. Suddenly 
Maj. Benj. Namm (The Namm Store, 
Brooklyn, N. Y.) gave them what 
they wanted—a new phrase. Hooray! 
The Major called for “robust collec- 


tiveness” in place of “rugged individ- 
ualism” and every pencil hit the 
paper (at the press table) as one. 
Every face seemed to light up. The 
hearings were a success and the press 
was about to render another distinc- 
tive service to the people. 





Questions and Answers 
(Continued from page 43) 


thing. They have suffered a great deal 
from bad practices. As they come in 
here with their association and their 
codes, they have a subject which has 
to be attended to.” 


* %+ * 


QUESTION: Is it necessary to have 
the retailers included in the code? 

ANSWER: General Johnson said: 
“This Act is an Act intended for the 
whole people. That is what I have 
tried to describe and the President’s 
statement outlining the policy of the 
Act emphasizes this. Of course, this 
Act must apply to everybody.” 


+ #2 


QUESTION: Since the chain stores 


represent only a minority of the re- 


_tailers of the country, how will the 


majority be affected? 

ANSWER: The Administration’s re- 
ply: “If a code comes in that doesn’t 
represent all of them, they all have an 
opportunity to be heard and will each 


have his day in court. In order to get 
the benefits of this Act they should or- 
ganize themselves into associations. 
There is much more reason for the re- 
tailers to join an association. I think 
this is a question for the associations 
to work out. They should get out and 
organize the retailers. If they do not 
want to come into an association I 
don’t know where they will stand in 
relation to the ones who join.” 


* #2 


QUESTION: What about the mer- 
chant who has no cash surplus, is not 
taking in enough money to meet cur- 
rent expenses, and is unable to bor- 
row sufficient funds to tide himself 
over the emergency created by being 
forced to employ additional help? 


ANSWER: In such cases, where 
special hardship can be proven, the 
merchant can make a statement be- 
fore his local trade association or cham- 
ber of commerce, and get a stay, pend- 
ing investigation by the NRA. This is 
a part of the agreement itself. 





Letters to the Editor 


(Continued from page 49) 


Spend Money for Essentials 


Missouta, Mont.—Here is another item 
that some national organization ought to 
start, I believe. That is educate the public 
that it costs at least $2.00 an hour to drive 
an automobile. We have oodles of cus- 
tomers who come in here to buy a quart 
of floor paint, or a good heavy kettle for 
cooking, who will look for the cheapest 
they can find, and put it off for months, be- 
cause they say “they can not afford it.” 
These same people will step right into a 
car outside of the store, and drive, an hour, 
two hours, or many times five and six hours 
a day for pleasure. Spending $2.00 an 
hour, and claim they are spending only 
25c. an hour, for they figure only gas and 
oil. The automobile industry has so high 
powered the public, that the public has 
lost complete sight of what they are spend- 
ing with cars. 

Then, also, the money spent for auto- 
mobiles only a very small percentage of 
it stays in the community where it is spent. 
Money spent for autos, gasoline and oil, 
the dealer or gas station operator gets a 
very small percentage, the big money all 
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goes to the already too rich industries. If 
the money were spent for groceries, dairy 
products, hardware, paint, etc., a much 
better percentage stays in the community 
where it is being spent. Naturally a few 
of the auto manufacturing centers, as well 
as the oil towns will fight this, yet the 
fact remains, “people spend too much for 
driving autos,” and not enough for their 
homes and gardens. 

Will Rogers has made several good 
cracks along this line, but he needs more 
help. As soon as we get the public to do 
less pleasure driving, then they will have 
money to buy the farmers’ butter, chickens, 
and the merchants’ hardware, paint and 
groceries. 

Just one more suggestion. 

I am very much in sympathy with Presi- 
dent Roosevelt’s movements in every way, 
naturally they will make some mistakes, as 
we all do. 

But they should have bought horses in- 
stead of trucks for the C.C.C. camps. This 
is a movement to give the younger folks 
employment. What’s the rush about get- 
ting them back and forth from work so 
fast. By the use of horses it would help 











STEP UP 





GolaSmith 
FOOTBALL 
EQUIPMENT 


offers you an additional field for 
increased sales during the Fall 
months. 

We are carrying in stock a com- 
plete line of 


FOOTBALLS 
FOOTBALL SHOES 
PANTS 
JERSEYS 
HELMETS 
SHOULDER PADS 


for prompt shipment 
GOLDSMITH 
ATHLETIC EQUIPMENT 


is nationally known, correctly priced and 
offers you an additional opportunity for 
increased sales and profits during the 
Fall months. Our new Fall and Winter 
catalog fully describes and illustrates the 
complete Fall line. Write to Dept. A. 


THE P. 
GolaSmith 
SONS CO. 


CINCINNATI, OHIO, U. S. A. 
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ARMS?RONG 


TOOLS for Home Craftsmen 





ARMSTRONG-VANADIUM Wrenches come 
in all the new types. They are admittedly 
the iinest wrencnes made — improved de- 
signs, longer, lighter, 
thinner and stronger; 
perfectly balanced and 
finished in 
chrome plate. In the 
hands of a craftsman they 









beautifully 


are half sold, for they 
have a balance and qual- 
ity unequalled. 


& 


“C” CLAMPS 


ARMSTRONG Clamps come in all 
weights and sizes. Forged from spe- 
elal steel, ee are extremely light. 
Serews are of alloy steel. Bodies 
black enameled. 


TOOL HOLDERS 
Metal cutting, the most fascinating of 


ue- 
lar. Moetal-cutting means ARMSTRONG 
TOOL HOLDERS, for they are used in 
over 96% of the shops and tool rooms. 
Keep a B-27 catalog in your homecraft 
department. it will bring you many 
profitable ‘‘special orders.’’ 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Avenue 
CHICAGO, U.S.A. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 




















| our millions of farmers by the sale of 


horses, it would have taken their oats to 
feed these horses. Get as many people 
back to the farm as we had on the farms 
in 1910, and arrange so they can make a 
living and we will be another step back in 
the right direction. Make it unlawful for 
any farmer to use a tractor on any farm, 
and overproduction will be put out of the 
way. 

If the International Harvester was sunk 
into the bottom of the ocean, rather had 
been when the war started, then our farmer 
would never have suffered as he did. High 
powered salesmen, put out by the machinery 
firms, first high powered the small dealer, 
and then the farmer, and today they have 
broke, both the dealer and the farmer. Ma- 
chinery companies would not take any 
paper without the dealer’s guarantee, yet 
they induced the dealers to sell on such 
easy terms, that the poor farmer who had 
no business experience before, fell for it. 
He thought everybody was honest. 

Let a hardware dealer put all his money 
into fixtures, and have none left for mer- 
chandise, where will he get? Yet that’s 
just what the farmer did. He put all 
his money into machinery, mortgaged his 
farm for all it was worth to buy more 
machinery to raise more wheat, so that now 
all his money is invested in machinery, and 
lots of that, thank goodness, is beginning 
to stand in the fence corner, for the longer 
he runs the tractor, the closer he gets to 
sinking. 


Farmers are so stocked up on machinery 
that they will not need another new piece 
for the next ten years at least. All they 
need is some repairs. 

Pete BARTHEL, 
Barthel Hardware. 


Poor Elizabeth (N. J.)! 


MonTreAL, Que., CanapA—I was much 
interested in an item in HarpwareE AcE, of 
Aug. 17, to the effect that hardware and 
paint stores in Elizabeth, N. J., have agreed 
to close on Sundays throughout the year. 

Certainly this is a drastic measure, and 
there is no doubt it will be a most serious 
inconvenience to a lot of people. Imagine 
the predicament of a housewife who has 
bought a chicken on Saturday and discovers 
on Sunday that she has no pan to roast 
it in. 

Think of some poor golfer or fisherman 
who decides on an outing Sunday, only to 
discover that he neglected to get some 
clubs or fishing tackle during the week. 
Or of the unfortunate house owner who 
wants to paint the house, or the back fence, 
some fine Sunday but finds he has no paint 
—and no paint stores open! 

Surely, Elizabeth, whatever its other at- 
tractions are, will now be an unhappy place 
to live in. 

H. V. Armstrone, Director 
Lewis Bros., Ltd. 





Toy Manufacturers Present Code 


(Continued from page 41) 


Workers in the industry now get 
three, four or five months’ employ- 
ment a year, he said, and the re- 
mainder of the time are on charity. 
Mr. Cannon said the industry confines 
itself to three or four months just be- 
fore Christmas and is idle for the 
most of the remaining time. He said 
buyers would fall in line if produc- 
tion were spread over the entire year. 

William Karlin, speaking for the 
organized workers in the industry, 
objected to all overtime because, he 
said, the primary purpose of the Re- 
covery Act is to increase employment. 

“There is a tragedy,” he said, “in 
the statement made at this hearing 
that an emergency exists for the de- 
livery of toys and playthings.” 

A. C. Gilbert, Industrial Adviser on 
the code, defended statements by Mr. 
Fri. William C. Lehman, president 
of the toy association, and others, 
said that the industry is highly sea- 
sonal and requires some flexibility 
in working hours. He declared it 
would be impossible to spread the 
work out evenly over the year for 
two reasons: First, because the toy 


business is bulky and there is not 
sufficient warehouse space available 
to store the goods for any great length 
of time; secondly, because it is im- 
possible to anticipate the demand for 
the various peak seasons, such as 
Christmas and Easter. He contra- 
dicted statements that plants of the 
industry operate only a few months 
a year. 

Miss Lucy Mason of the National 
Consumers’ League suggested that 
overtime be limited to 8 hr. in any 
one week. Spokesmen for labor 
unions insisted upon a 30-hr. week. 

J. R. Swift of the International 
Stamp Manufacturers’ Association 
said that the “whims and fancies 
formed by children and their elders 
while passing show windows” made 
it impossible to distribute toy man- 
ufacturing evenly over the year. 

A. L. Kamer of the Globe Crayon 
Co. objected to sections which, he 
said, would lead to uniform prices 
in school bidding and which, he 
maintained, would help the large 
companies to the detriment of the 
small ones. 
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Sporting Goods Code 


(Continued from page 41) 


COMPLETE LINE 











from $14 for trade areas of 500,000 
population or more to $13.50 for 
areas ranging from 100,000 to 500,- 
000 and $13.50 for areas from 2500 
to 100,000, southern areas to take 
$1 less. In areas under 2500 popu- 
lation wages are to be increased by 
not less than 20 per cent provided 
they do not exceed $11 per week. 
Employees between the ages of 16 
and 18, with less than six months’ ex- 
perience in any retail store are to be 
paid $2 less and employees more than 
18 years with less than six months’ 
experience are to be paid $1 less per 
week, provided the minimum shall 


not be below $11. 


Prices are not to be increased over 
those of July 1, 1933, by more than 
is made necessary by operation of 
the code. It also promised “to give 
full weight to probable increases in 
sales volume and to refrain from tak- 
ing profiteering advantage of the con- 
suming public.” 


Pledge also is made | 


to support establishments operating | 


under the NRA. Appropriate adjust- 


ment of prices for goods contracted | 
for prior to enactment of the Recov- | 


ery Act is to be attempted. 

The code omits the labor provi- 
sions of the Recovery Act. Inclusion 
of these provisions is made mandatory 
by the law. 





Cleanaire 


A compact device for ice boxes and re- 
frigerators that employs activated carbon, 
highly improved, to prevent contamination 
of one food by the odor from other foods 
when stored in the same ice box or re- 
frigerator. Guaranteed effective for three 
months. Wrapped in attractively colored 
cellophane. Each display carton contains 
12 units in assorted colors. Cleanaire may 
be placed on one of the upper shelves or to 





save space, can be hung from the under 
side of the shelf by specially provided 
strips of brass for absorption and retain- 
ing of strong odors from cheese, onions, 
fish, melon, etc., preventing taint in 
delicately flavored foods. Suggested retail 
selling price 60c. Dealer discount, 33 1/3 
per cent. The Ohio Carbon Co., 12508 
Berea Road, Cleveland, Ohio. 


Fibrax Seal Now Used On 
Ray-O-Vac Ignition Cells 


This seal originally developed for Ray- 
O-Vac radio batteries has been adapted for 
use on Ray-O-Vac ignition cells. Tests 
indicate that this new type seal virtually 
eliminates the possibility of broken or 
chipped seals due to shipping and hand- 
ling hazards and guards against short-cir- 
cuiting by moisture. Insures permanently 
solid terminals. Has an extremely: tough, 
strong, yet light-weight top closure of 
fibre adding strength and protecting inner 
wax seal from damage. Top edge of zinc 
can is rolled over the fibre disc to present 
a finished appearance and to insure greater 
protection. The inner seal, a plastic as- 
phalt filler, clings to the rough fibrous 
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ASPHALT SEAL NOTE 


ROLLED EDGE 


PROTECTIVE 
WASHERS 










FIBRE CLOSURE 


“ASPHALT 
CLINGS TO ZINC 
PROVING 
TIGHT SEAL 


ACTIVE 
MATERIALS 


surface of disc and grips zinc can, form- 
ing solid seal unit. French Battery Co., 
Madison, Wis. 


Boss Washer Has 
Safety Bar Wringer 


Control which is characterized by com- 
bined feed table and safety release (on 
each side of the wringer) directly in front 
of the lower roll. Hand pressure on each 
feed-table-release instantly throws wringer 
wide open and automatically stops the 
electric motor. An easy pull closes the 
wringer, adjusts the pressure, resets both 
feed-table-releases and automatically starts 
motor in one operation. The Boss Washing 
Machine Co., Norwood, Cincinnati, Ohio. 





Pressing “SAFETY-BAR” 
on either side of wringer 
as shown 





Throws wringer wide open 
and automatically shuts 


off motor. —3Q, 
“I 





An easy pull closes wring- 
er and automatically starts 
motor. 





























Bells and 


Buzzers- 


Signal Bells and Buzzers 
are not seasonable. For 
years they have been to 
dealers steady, profitable 
sales items. Signal Bells 
and Buzzers are made for 
dependable service. They 
are two coil construction 
clear, pleasing, 
Adjust- 


able and non-adjustable 


having 


distinct tones. 


types. If your jobber can- 


not supply you, write 


Signal Electric Mfg. Co. 


Menominee, Michigan U.S. A. 











MORE MONEY 





ON TAPS! 





Cut your investment, increase 
| turnover and profits. This 
| mew No. 100 Greenfield Tap 
Kit does it for you. Compact. 
convenient, handsome cab- 
inet with space for machine 
screw, hand and pipe taps, 
| and tap wrenches. Compart- 
| ments marked with sizes. 
Original assortment of 30 
taps and two tap wrenches 
| complete with cabinet lists at 
| only $12.00 — you get big 
| discount. 


Over 1500 Hardware Retail- 


ers have already bought. This 
kit is real money maker. 


Greenfield, Mass. 





Greenfield Tap & Die Corporation 


Quote me on your No. 100 Tap Kit. 
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American Food Chopper 


Equipped with three heavy cast knives, 
for every kitchen purpose. Large size, 
flat cutting surface, straight ribs for 





easy cleaning. All parts double tinned. 
Attractively boxed, packed 6 to a case. 
Suggested retail selling price $1. The 
Enterprise Mfg. Co. of Pa., Philadelphia, 
Pa., 


Newell Pinless 
Curtain Stretcher 


Stretches curtains by weight of lower 
rod, using no pins nor sharp points. Set 
consists of two steel rods, coated with 
water proof white enamel finish which 
will not rust nor stain. One rod, % in. in 
diameter, the other % in. in diameter. 
Two hooks furnished for hanging on line. 
Eyelets in ends of rods provide easy sup- 














port for upper rod, and a method of at- 
taching extra weights to lower rod when 
stretching materials heavier than ordinary 
lace curtains. For storage, rods may hang 


by eyelets on a nail or hook. Eyelets en- 
able threading rods through hem of cur- 
tain with ease. Set may be used for pinch 
pleat, ruffled or scalloped curtains, etc. 
Western Newell Mfg. Co., Freeport, IIl. 





1933 Vim Ray Health 
and Beauty Lamp 


Has a new detachable flexible arm and 
base. Specially designed copper reflector, 
7% in. diameter, finished in mirror nickel. 
Push-through switch. Therapeutic bulb, 
clear type, 200 watt. Wood handle, 7% 
foot Underwriter’s approved cord, fitted 
with attachment plug, finished in Delph 





blue. Voltages 100-240 AC-DC. Substan- 
tial cast iron base in fluted design with new 
flexible arm by which lamp may be ad- 
justed to any angle, or removed instantly 
from arm. Delph blue finish. The Fitz- 
gerald Mfg. Co., Torrington, Conn. 





Circulating Type American 
Oil Buring Heaters 


Offered in two models, with or without 
fuel tank. Operate on vaporizing prin- 
ciple with an intense flame produced over 
special non-warping burner shells. Heat 
can be maintained at any temperature, us- 
ing distillate oil or kerosene. If desired 
heater can be connected to an outside 
storage tank. Finished in walnut brown 
crystallized, baked on enamel. Trimmed 
with chromium plated moldings. Grilles 
and doors are porcelain enameled. Fuel 
tank is concealed. Cabinet designed by 
Walter Dorwin Teague. Detroit constant 
level valve maintains desired temperature. 
V-slot metering valve prevents clogging 





and insures positive and accurate flow of 
fuel for high or low flame. Automatic 
shut off prevents flooding. Leveling screws 
are concealed in legs and may be adjusted 
without the use of a wrench. Tubes in- 
crease circulation. Chamber is lock sealed 
and porcelained making it gas tight. Water 
pan provides humidified heat and acts as 
an insulator for the fuel tank. Draft regu- 
lator operates automatically. Simply 
operated having no motors or moving parts. 
List prices: No. 93 Circulating Heater, 
$91.00, without fuel tank, $86.00; No. 73, 
Blue Flame Circulator, $98.00, without fuel 
tank, $93.00. Dealer cost respectively; 
$54.60, $51.60, $58.80 and $55.80. Slightly 
higher on Atlantic and Pacific coasts. 
American Gas Machine Co, Inc., Albert 
Lea, Minn. 


Westinghouse Offers 
Toonerville Masks 


Supplied by the new Westinghouse 
Dealer Service, in containers of 100 each, 
comprising 25 sets of the “Toonerville” 
family. Each container unfolds into an ad- 
vertising carton for display as a help your- 
self merchandiser. Included in the service 
is a window card calling attention of win- 
dow shoppefs to the masks. Offered to 
take advantage of the present fad of wear- 
ing masks. Westinghouse Lamp Co., Bloom- 
field, N. J. 
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WOOSTER 


BEST QUALITY—BEST VALUES—BEST SELLERS FOSSsET 


BRUSHES 












Make Money on Brushes 
Write for details of the 
Wooster Brush Selling System 


THE WOOSTER BRUSH COMPANY 
WOOSTER, OHIO 


Makers of Fast Selling Brushes since 1851 
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Thanks for the Depression 


(Continued fom page 45) 


bill advertising for metropolitan 
stores, because the newspaper does 
a good job, we believe the handbills 
do a better job in the suburbs. 


Sales Meetings 


As our dollar volume fell off we 
decided we would have to increase 
our customer sales. So we in- 
augurated sales meetings for the en- 
tire selling staff about the lst and 
15th of each month. At those meet- 
ings we give each manager his per- 
centage of increase or decrease for 
that period, in comparison with the 
same period the previous year. 

We have a checker board design 
about 24x 24, with 13 checkers on 
it, one representing each store, and 
we place those checkers according to 
their standing for that period. At 
the top of the board we have a large 
red plus sign in the king row and 
at the bottom we have a minus sign. 
Those checkers are placed on the 
board according to the sales for that 
period in the store, and we have a 
message inscribed on the blackboard: 
“Get Your Store in the King Row.” 

If they get their store in the king 
row we give the store personnel a 
prize, such as a carton of cigarettes, 
or, if they don’t smoke, a small cash 
prize. And that little board at the 
sales meetings has created a lot of 
friendly rivalry between the man- 
agers. 

In July, out of 12 stores, we had 
10 in the “king row.” 

To stimulate interest of the store 
salesmen, we inaugurated a P. M. sys- 
tem of sales. We had not used it be- 
fore. When business was good we 
did not think it was necessary. Now 
we have a monthly P. M. contest. 

We selected a list of 40 to 50 items 
on which our margin of profit would 
allow it, and then sent that printed 
list to each man, and offered a five 
per cent commission for selling that 
merchandise. 

We have a first, second, and third 
prize for the salesmen who show the 
highest volume of sales for that 
month. That alone has proved tre- 
mendously successful. Although a 
man might not think he is able to 
win a prize, yet he can make enough 
to buy himself a pair of shoes, or 
keep his car in gasoline for a month, 
and they are all very enthusiastic 
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over it, and there is keen rivalry be- 
tween those men, not only for the 
financial consideration, but when we 
award those prizes at the meetings, 
we have those particular men stand 
up and all the other boys give them 
a handclap. It is an honor to be 
singled out as the best salesmen for 
that month and every one of them has 
been trying hard to win the P. M. 
contest monthly. 

We had always considered delivery 
service unprofitable, although in the 
suburban stores we had to employ de- 
livery to compete with the smaller 
independents. This involved also the 
advertising of the service and the use 
of telephones. Of course, each store 
was equipped with a telephone so as 
to enable the managers to communi- 
cate with the warehouse for deliveries 
or with the main office. We adver- 
tised it first in the telephone direc- 
tory, offering to make free deliver- 
ies, then we featured it in our news- 
paper advertising, picking out four 
of the stores as a try out. The re- 
sulting demand was so great that we 
had to put on three motorcycles to 
take care of it. Then we systematized 
our delivery service according to 
schedule, picked out boys for their 
clean appearance and_ efficiency, 
dressed them in good looking uni- 
forms and Sam Brown belts, and 
taught them how to sell merchandise, 
by suggestion, on deliveries. We pay 
them a five per cent commission on 
all sales. Among the delivery boys 
we have a contest to see who can op- 
erate the motorcycles with the least 
expense, least traffic difficulties, and 
who has the finest looking unit. 


Window and Store Displays 


We have no regular window dress- 
ing department, each manager dress- 
ing his own windows. We make Wed- 
nesdays our window dressing day. 
They get a proof of the ad on Tues- 
day and assemble their material and 
have it ready. On Wednesday they 
go into their windows and dress them. 
That night the people read their 
newspaper ads and next morning they 
find the merchandise shown in the 
windows at the advertised prices. 

For August we picked out an item 
—a stainless steel carving or butcher 
knife of which we ordered several 
gross. Whenever we plan anything 
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&xtended : 


N acknowledgment and in 

appreciation of the truly 

remarkable reception given 
our current “Quality Hard- 
ware” deal, the makers of 


Master 
; adlocks 


. . wish to take special 
note and pay particular 
thanks for the hundreds 
of letters of praise and encourage- 
ment received from dealers, job- 
bers, fellow manufacturers of 
quality hardware, officials of 
hardware associations and the 
staffs of leading hardware journals. 


In the interests of thousands of 
dealers not yet supplied and others 
who are waiting for enough extra 
deals to secure several “Quality 
Hardware” signs for their store, 
the time limit of, our offer is here- 


by extended. 
MASTER LOCK CO. 


World's Largest Exclusive Padlock 
Manufacturers 


MILWAUKEE WISCONSIN 








American Food Chopper 


Equipped with three heavy cast knives, 
for every kitchen purpose. Large size, 
flat cutting surface, straight ribs for 





easy cleaning. All parts double tinned. 
Attractively boxed, packed 6 to a case. 
Suggested retail selling price $1. The 
Enterprise Mfg. Co. of Pa., Philadelphia, 
Pa., 


Newell Pinless 
Curtain Stretcher 


Stretches curtains by weight of lower 
rod, using no pins nor sharp points. Set 
consists of two steel rods, coated with 
water proof white enamel finish which 
will not rust nor stain. One rod, % in. in 
diameter, the other % in. in diameter. 
Two hooks furnished for hanging on line. 
Eyelets in ends of rods provide easy sup- 














port for upper rod, and a method of at- 
taching extra weights to lower rod when 
stretching materials heavier than ordinary 
lace curtains. For storage, rods may hang 


by eyelets on a nail or hook. Eyelets en- 
able threading rods through hem of cur- 
tain with ease. Set may be used for pinch 
pleat, ruffled or scalloped curtains, etc. 
Western Newell Mfg. Co., Freeport, Ill. 





1933 Vim Ray Health 
and Beauty Lamp 


Has a new detachable flexible arm and 
base. Specially designed copper reflector, 
7% in. diameter, finished in mirror nickel. 
Push-through switch. Therapeutic bulb, 
clear type, 200 watt. Wood handle, 74% 
foot Underwriter’s approved cord, fitted 
with attachment plug, finished in Delph 





blue. Voltages 100-240 AC-DC. Substan- 
tial cast iron base in fluted design with new 
flexible arm by which lamp may be ad- 
justed to any angle, or removed instantly 
from arm. Delph blue finish. The Fitz- 
gerald Mfg. Co., Torrington, Conn. 





Circulating Type American 
Oil Buring Heaters 


Offered in two models, with or without 
fuel tank. Operate on vaporizing prin- 
ciple with an intense flame produced over 
special non-warping burner shells. Heat 
can be maintained at any temperature, us- 
ing distillate oil or kerosene. If desired 
heater can be connected to an outside 
storage tank. Finished in walnut brown 
crystallized, baked on enamel. Trimmed 
with chromium plated moldings. Grilles 
and doors are porcelain enameled. Fuel 
tank is concealed. Cabinet designed by 
Walter Dorwin Teague. Detroit constant 
level valve maintains desired temperature. 
V-slot metering valve prevents clogging 





and insures positive and accurate flow of 
fuel for high or low flame. Automatic 
shut off prevents flooding. Leveling screws 
are concealed in legs and may be adjusted 
without the use of a wrench. Tubes in- 
crease circulation. Chamber is lock sealed 
and porcelained making it gas tight. Water 
pan provides humidified heat and acts as 
an insulator for the fuel tank. Draft regu- 
lator operates automatically. Simply 
operated having no motors or moving parts. 
List prices: No. 93 Circulating Heater, 
$91.00, without fuel tank, $86.00; No. 73, 
Blue Flame Circulator, $98.00, without fuel 
tank, $93.00. Dealer cost respectively; 
$54.60, $51.60, $58.80 and $55.80. Slightly 
higher on Atlantic and Pacific coasts. 
American Gas Machine Co, Inc., Albert 
Lea, Minn. 





Westinghouse Offers 
Toonerville Masks 


Supplied by the new Westinghouse 
Dealer Service, in containers of 100 each, 
comprising 25 sets of the “Toonerville” 
family. Each container unfolds into an ad- 
vertising carton for display as a help your- 
self merchandiser. Included in the service 
is a window card calling attention of win- 
dow shoppers to the masks. Offered to 
take advantage of the present fad of wear- 
ing masks. Westinghouse Lamp Co., Bloom- 
field, N. J. 









BEST QUALITY—BEST 


BRUSHE. 
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Make Money on Brushes 
Write for details of the 
Wooster Brush Selling System 


VALUES—BEST SELLERS FOSSsET 


THE WOOSTER BRUSH COMPANY 
WOOSTER, OHIO 


Makers of Fast Selling Brushes since 1851 
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Thanks for the Depression 


(Continued fom page 45) 


bill advertising for metropolitan 
stores, because the newspaper does 
a good job, we believe the handbills 
do a better job in the suburbs. 


Sales Meetings 


As our dollar volume fell off we 
decided we would have to increase 
our customer sales. So we in- 
augurated sales meetings for the en- 
tire selling staff about the 1st and 
15th of each month. At those meet- 
ings we give each manager his per- 
centage of increase or decrease for 
that period, in comparison with the 
same period the previous year. 

We have a checker board design 
about 24x 24, with 13 checkers on 
it, one representing each store, and 
we place those checkers according to 
their standing for that period. At 
the top of the board we have a large 
red plus sign in the king row and 
at the bottom we have a minus sign. 
Those checkers are placed on the 
board according to the sales for that 
period in the store, and we have a 
message inscribed on the blackboard: 
“Get Your Store in the King Row.” 

If they get their store in the king 
row we give the store personnel a 
prize, such as a carton of cigarettes, 
or, if they don’t smoke, a small cash 
prize. And that little board at the 
sales meetings has created a lot of 
friendly rivalry between the man- 
agers. 

In July, out of 12 stores, we had 
10 in the “king row.” 

To stimulate interest of the store 
salesmen, we inaugurated a P. M. sys- 
tem of sales. We had not used it be- 
fore. When business was good we 
did not think it was necessary. Now 
we have a monthly P. M. contest. 

We selected a list of 40 to 50 items 
on which our margin of profit would 
allow it, and then sent that printed 
list to each man, and offered a five 
per cent commission for selling that 
merchandise. 

We have a first, second, and third 
prize for the salesmen who show the 
highest volume of sales for that 
month. That alone has proved tre- 
mendously successful. Although a 
man might not think he is able to 
win a prize, yet he can make enough 
to buy himself a pair of shoes, or 
keep his car in gasoline for a month, 
and they are all very enthusiastic 
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over it, and there is keen rivalry be- 
tween those men, not only for the 
financial consideration, but when we 
award those prizes at the meetings, 
we have those particular men stand 
up and all the other boys give them 
a handclap. It is an honor to be 
singled out as the best salesmen for 
that month and every one of them has 
been trying hard to win the P. M. 
contest monthly. 

We had always considered delivery 
service unprofitable, although in the 
suburban stores we had to employ de- 
livery to compete with the smaller 
independents. This involved also the 
advertising of the service and the use 
of telephones. Of course, each store 
was equipped with a telephone so as 
to enable the managers to communi- 
cate with the warehouse for deliveries 
or with the main office. We adver- 
tised it first in the telephone direc- 
tory, offering to make free deliver- 
ies, then we featured it in our news- 
paper advertising, picking out four 
of the stores as a try out. The re- 
sulting demand was so great that we 
had to put on three motorcycles to 
take care of it. Then we systematized 
our delivery service according to 
schedule, picked out boys for their 
clean appearance and _ efficiency, 
dressed them in good looking uni- 
forms and Sam Brown belts, and 
taught them how to sell merchandise, 
by suggestion, on deliveries. We pay 
them a five per cent commission on 
all sales. Among the delivery boys 
we have a contest to see who can op- 
erate the motorcycles with the least 
expense, least traffic difficulties, and 
who has the finest looking unit. 


Window and Store Displays 


We have no regular window dress- 
ing department, each manager dress- 
ing his own windows. We make Wed- 
nesdays our window dressing day. 
They get a proof of the ad on Tues- 
day and assemble their material and 
have it ready. On Wednesday they 
go into their windows and dress them. 
That night the people read their 
newspaper ads and next morning they 
find the merchandise shown in the 
windows at the advertised prices. 

For August we picked out an item 
—a stainless steel carving or butcher 
knife of which we ordered several 
gross. Whenever we plan anything 











Sxtended. 


N acknowledgment and in 

appreciation of the truly 

remarkable reception given 
our current “Quality Hard- 
ware”’ deal, the makers of 


Master 
Yadlocks 


. wish to take special 
note and pay particular 
thanks for the hundreds 
of letters of praise and encourage- 
ment received from dealers, job- 
bers, fellow manufacturers of 
quality hardware, officials of 
hardware associations and the 
staffs of leading hardware journals. 


In the interests of thousands of 
dealers not yet supplied and others 
who are waiting for enough extra 
deals to secure several “Quality 
Hardware” signs for their store, 
the time limit of, our offer is here- 


by extended. 
MASTER LOCK CO. 


World's Largest Exclusive Padlock 
Manufacturers 
WISCONSIN 


MILWAUKEE 











SELL ROCHESTER 
SASH BALANCES 


Improved 
Quality — Made 





Rochester Sash Balance Co., Ine. 
J. G. O'BRIEN, President 
Rochester, N. 1. 











are our spe- 
cialty — over 
300 styles and 
sizes to fit all 
makes of 
machinesand 
frames, for 
cutting wood, 

tiij/“”’netais, pa- 
per, tore, cel.uloid, etc. Jig saw manu- 
facturers, mechanics and schools prefer 
RULETA blades because they are made 
of finest Swedish steel, oil hardened and 
tempered with extremely sharp filed 
teth. Send for literature and trade dis- 
counts. 


The RULETA CO., Inc., 91 Warren St., New York 




















SCROLL and COPING SAW BLADES 








The Mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 

absolutely dependable Elec- 

m= trical Wiring De- 

mupiteests vices. Ask your 

: Jobber to supply 

you with Circle F 
produets. 

Circle F Mfg. Co. 

N, J. 


Trenton 























Good 
Management 


® is merely the transmission of 
* the intentions and purposes 


® of the management through 


the staff to the customers 














of this kind, we always show the item 
at the sales meeting to the men and 
gave a mock sales demonstration to 
show the men the various selling 
points of the item, and the best way 
to approach a customer to make a 
sale, because after all that sale is 
going to be an extra sale. These 
things are all extra. 

People come in to spend ten cents 
for some small hardware item, and 
if you can sell them a 49 cent or a 69 
cent item, that is the thing that builds 
up your volume. 

We told our men early in June at 
these sales meetings, that in hot 
weather people were not so much in 
ahurry. During the summer it is too 
hot to hurry. And they have more 
time to look around, and if they come 





in to purchase something it is ap- 
propriate to suggest to them a re- 
lated item, possibly to save making 
another trip. People don’t like to 
take a trip for something they forgot 
when they were there before. And 
we find a lot of our customers ap- 
preciate our suggesting those little 
things that they might forget, in order 
to save them that extra trip. And so 
suggesting selling proves practical. 
All this has demonstrated to us that 
by being more vigorous in times when 
business is hard to get, rather than 
sit back and say, “Business is bad,” 
“people just won’t buy,” we find that 
if a merchant, whether he be inde- 
pendent or large chain store organ- 
ization, is aggressive enough to look 
for business, it is there to be had. 





Nesco Tray and Service Set 


Of baked lithographed finish—grained 


coasters in attractive box with tray 13 x 
10% in. Display card furnished. Coaster 
sets are available 


separately. National 





selling 
eight 


design. Suggested retail 
65c. for set comprising 


walnut 
price, 


Enameling & Stamping Co., 270 N. 


Twelfth Street, Milwaukee, Wis. 





Air Auto Bag 


For motor car, plane or train travel, will 
hold three suits of clothes or dresses on 
metal hangers. Pockets for shoes, shirts, 
toilet articles, etc. Made of Swavel, a 
special doubie texture rubberized suede in 





chestnut brown color, leather trimming and 
handles. Leather strip locks, top and bot- 
tom handles. Inside lined with light brown 
checked Macintosh. Full size 36 x 22 x 
3% inches, folded 10 x 22 x 7inches. The 
Hinson Mfg. Co., Waterloo, Iowa. 


C. & S. Combination 
Radiator Valves 


This valve was designed to provide free 
circulation for steam entering the radiator 
by continuous elimination of water from 
the radiator, and a dual air venting fea- 
ture. The maker states that it is possible 
to use individual temperature control on 
radiators on one-pipe systems equipped 
with C & S valves. List, $7.00 each, in 
four styles; 100-A angle type, No. 200-A 
straightaway type, No. 300-A universal cor- 
ner type and No. 500-A concealed radiator 
type. Suggested resale price, $5.00 each 
in quantities. of six or more. Dealer cost, 
$3.50. To equip a radiator with C & S 





valves other material needed is a %-in 
supply valve, a piece of %4-in pipe and an 
air vent. The C. & S. Specialty Mfg. Co., 
1519 E. 38th St., Cleveland, Ohio. 
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,* UP STROKE 


THE F. E. MYERS & BRO. CO. 


p In Mind— 


MYERS? 


CYLINDERS 
ARE QUALITY BUILT 


Seldom a summer passes without 
severe water shortage in many local- 
ities. This year is no exception. Ex- 
tremely hot and dry weather has pre- 
vailed for weeks. Countless wells and 
cisterns are again bone dry. 


Deeper and larger wells are a safe- 
guard, and deeper wells require de- 
pendable cylinders. This is one of the 
many reasons why Myers Cylinders 
continue in favor. Quality built, me- 
chanically correct, full size, full weight, 
full capacity, they out-serve and out- 
live by a wide margin cylinders less 
conelidhe designed and constructed. 


Single and double acting styles in 
all standard sizes for use with any type 
of hand or power pump for either shal- 
low or deep wells, provide the best of 
sales possibilities. 


Your request for catalog and prices 
will receive prompt attention. 


Ashland, Ohio 


} 
4 
f 
Y 
4 
“ih 
| 
| 





prov 


“‘We have had our 
machine five weeks now 
and it has taken in 
$127.00 in rentals and 
sandpaper.’’ 

The Lima Paint & 
olor Co., 
Lima, Ohio. 





“Our first two months’ 
business amounted to 
$250.00.” 

Geo. W. Wubbard 
Hardware Co., 
Flint, Michigan. 


“The machine is the 
best investment we have 
ever made. Probably we 
will have to purchase 
another one in the early 
spring.’’ 

W. J. Hausman & Co., 
Joliet, Tl. 


*._._. has brought 
in $65.00 in rentals 
alone the first month. 
This being the month 
of the bank holiday.’’ 
John A. Morgan, Inc., 











St. Louis, Mo. 













€ 100% NET PROFIT 


EVERY 31 MONTHS — 





from DREADNAUGHT 
RENTAL SERVICE 








MAIL THIS 
eeo]ti te). 


NOW! 


Tus is a fact—solid, indisputable, 
the actual average of every DREAD- 
NAUGHT 6 Sander in rental service 
as established by impartial parties 
outside of our organization! 


Why not share in these important 
profits? Our plan makes it extremely 
easy to do so and, as proven, assures 
complete success. The sander itself 
is well-nigh trouble-proof—the only 
really practical sander for rental pur- 
poses. 


$5.00 per day per rental is the usual 
profit from the sander alone. In ad- 
dition, however, each rental is usually 
good for an equivalent profit from the 
sale of varnish, filler. shellac, brushes, 
etc. The most profitable season of 
the year lies just before you. Get the 
complete facts at once. Mail the 


coupon NOW! 





~_ cheNew- _,, 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
cknowledged Leadership 












DREADNAUGHT SANDERS, 
Dept. H-533, Muskegon, Michigan. 


Send complete information on your new Dreadnaught 
6 Dustless Sander and Rental Service Plan. 
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| City 


State 
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Whats New 


for Retail 


Hardware Stores 


Wilkey Metal Adjustable 
Display Compartments 


For use on display tables, cases and 
ledges, enable quick and easy change of 
arrangement or cleaning. Unbreakable, 
neutral gray finish, cadmium plated. May 
be used on tables and ledges without rub- 
nail by using %4 round on edges. Units 
comprise 51 compartments and can be 
added to by getting additional brackets and 





pieces. Length 84 in., width 30 in., height 
2% in. Unit comprises: 442 in. side 
pieces, 2-30 in. end pieces, 16-30 in. spacing 
sections, 34-6 in. spacing sections, 36 sin- 
gle blackets, 32 double brackets and 4 
corners. Complete unit weighs 19 lb. Dealer 
cost $7.50, west of Rockies, $8.50. Wilke 
Display Products Co., 9745 Lorain Ave., 
Cleveland, Ohio. 


G. E. Hotpoint Mixer 


A compact mixer with motor in base, 
operating at three speeds, and lubricated 
at factory, no oiling being required by the 
user. Automatic bowl control regulates 
bowl speed in mixing. Speed of beaters 





fi 


and bowl synchronized. Finished in Eden 
green baked enamel. Accessories easily 
attached. Tilt back neck lets beaters drip 
into bowl. For operation with AC or DC 
current. Has one year guarantee against 
electrical and mechanical defects. Two 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


eG ica 5 4 0 ORES 














Pyrex bowls. Double bladed beater with 
blades designed to follow shape of Pyrex 
mixing bowls. Has flexible shaft drive, 
porcelain juice extractor, stainless cast 
aluminum extractor bowl with Sun-ray fin- 
ish inside, baked green enamel outside. 
Oil dropper for use in mixing salad dress- 
ings. Special two-disc drink mixer for 
fast and thorough mixing. Suggested re- 
tail selling price, $19.95 complete. Addi- 
tional accessories list as follows: gear re- 
duction unit and food chopper combined, 
$5.50; grater, 75c.; banana creaming set, 
$2.25, and knife sharpener, 75c. General 
Electric Co., Merchandise Department, 1285 
Boston Ave., Bridgeport, Conn. 





Sunbeam Mixmaster Ice 
Cream Freezer Unit 

Of compact size this attachment for the 
Sunbeam Mixmaster attaches to any make 
of ice cream freezer utilizing the machine’s 
power. Motor turns crank. Attachment may 





be permanently left on the freezer. Sug- 
gested retai! selling price, $3.00. Chicago 
Flexible Shaft Co., Roosevelt Rd. and 
Central Ave., Chicago, IIl. 





Brearley Co. Counselor 
Bathroom Scale 

Of modern design with simplified con- 
struction of light-weight pressed steel. 


Working parts treated with chromium 
plating to protect them from rust. Feet 





shod with rubber to protect bathroom floor. 
The maker states that it is absolutely ac- 
curate in performance and that it has a 
five year guarantee. Of light weight. Finish- 
ed in green, ivory, blue, black, orchid or 
white Duco. The Brearley Co., Rockford, 
Til. 








Lowell Storm Window Hanger 


Cadmium plated metal hanger for storm 
sash designed to prevent air leakage be- 
tween sash and window casing. For ven- 
tilating purposes, sash may be partly open- 
ed and securely fastened in this position 
by non-rattling hook. Allows sash to be 
hung from inside and without use of tools. 
Also for hanging shutters on closed sum- 
mer cottages, camps, etc. Easily installed, 











neat and burglar proof. Top hooks may 
be left on building and used for hanging 
screens during summer months by the use 
of a “Lowell Screen Hanger” set. Com- 
plete sets furnished in individual boxes 
with instructions for installing. Attractive 
two-color display card furnished with order. 
Lowell Hardware Specialty Co., 196 Walker 
St., Lowell, Mass. 
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McKINNEY Carded Hardware 


Displayed on open tables, McKinney Carded Hardware commands instant 
attention and sells itself. The McKinney line comprises 32 quick-selling 
items mounted on attractive cards, complete with screws, to retail at 5 and 
10 cents per card. 


Lot B. Send for Folder and Discounts. 























All items are finished in either dull Brass or Cadmium to meet the popular 
demand. Packed 1 doz. of each of the 32 items in a box—12 boxes in a carton. 
Every item a fast-moving staple. Popular assortment packing in Lot A and 


McKINNEY MFG. CO., N. S. PITTSBURGH, PA. 
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|, sod half the 1600 rooms at the 
William Penn Hotel have now been re- 
duced to $3.00 and $3.50. ANEW DEAL 
for everybody! The same excellent serv- 
ice, the same luxurious appointments at 
Pittsburgh's finest hotel. All rooms with 
bath... Management Eppley Hotels Co. 


HOTEL 


WILLIAM PENN 


PITTSBURGH 


Also the FORT PITT HOTEL—good 
rooms from $1.50; with bath $2.00 











ALLIGATOR 


U.S. PAT. OFFICE 


STEEL BELT LACING 


arene a thousand belts per hour are laced 
with Alligator Steel Belt Lacing, day in day 
out, year in year out. Easy, rapid application with 
a hammer as the only tool; the hammer-clinched, 
vise-like grip on the belt ends, preventing friction 
of the plics; the patented, sectional, steel rocker 
pin which absorbs friction in the hinged joint; 
the great surplus of strength and long service— 
only Alligator Steel Belt Lacing combines these 
features which make it the choice of millions of 
bele users. Smooth on both sides. Easily separable 
Reliable both on light and heavy 
duty drives. Eleven sizes. Made also 
in Monel Metal 
Order through your jobber. 
FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, Chicago 


bn England at 13) Fiasbary Pavement, Londen, EC 2 








A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 


taneous evidence of his conviction that this 





The Story of the Year after year HARDWARE AGE has led its field 
4 WA N T A D 99 in the volume of classified as well as display adver- 

tising published. Its classified columns have proven 

a valuable aid in bringing together buyer and seller, 
employer and employee. Those who contact the 


thoroughly it is read in its field. Every hardware trade most closely know, from observation 
classified advertiser in placing his adver- and experience, that HARDWARE AGE is most 
tisement in HARDWARE AGE offers spon- widely and thoroughly read by live hardware men. 


paper is most widely and thoroughiy read =. >» HARDWARE AGE --- 
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Burgess Fall 
Hunting Display 
Offered to dealers carrying Burgess flash- 


light batteries, etc., for showing people that 
hunting equipment is offered. Display is 


HUNTING NEEDS a * 
y be 
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lithographed in natural oil colors and stands 
three feet high. Burgess Battery Co., 
Freeport, Ill. 


Electrocoated Sandpapers 


These coated abrasives are made by a 
recently discovered electrical process which 
it is claimed causes all grains of the coat- 
ing to stand on end, making them notice- 
ably sharper to the touch. Made from the 
same hard, tough minerals as before, with 
grains two to three times as long as they 
are wide. The makers state that it is pos- 
sible, with this processing, for the sand- 
papers to work at maximum efficiency be- 
cause it spaces grains evenly and sets them 
upright. In coarse grades for rough work 
this number runs from 12,000 to 25,000 
grains per square inch, the finest paper 
containing 35,000,000 per square inch, all 
on end. Made at present in aluminum oxide 
grits in numbers 4/0 to 1 on paper backing 
in rolls up to an including 24 inch. The 
line will be extended as convenient and 
found desirable until a full range is avail- 
able. For home workshops, general service, 
small shops, interior decorators, painters, 
furniture repair men, contractors and metal 
workers. The manufacturers of electro- 
coated abrasives are: Armour Sand Paper 
Works, Chicago, Ill.; Behr-Manning Corp., 
Troy, N. Y.; The Carborundum Co., Nia- 
gara Falls, N. Y., and Minnesota Mining 
& Mfg. Co., St. Paul, Minn. 


Devlin Nipples and 
Fittings In Cartons 


Are described in a_ six-page booklet 
which covers the 21 Devlin assortments and 
eight assortments of nipples together with 
the latest carton assortment of Devlin Cir- 
culating Boiler Fittings The carton was 
introduced to make easier the stocking, 
handling and inventorying of fittings and 
nipples. The maker states that these items 
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are all guaranteed for high quality and per- 
fect fit. Devlin Fittings and Fretz Nipples 
continue to be sold by the barrel and in 
bulk as well as in the new cartons. Thomas 


Devlin Mfg. Co., Burlington, N. J. 


Kellogg’s Improved Boiled 
Linseed Oil In Sealed Pails 


For outside paints in five gallon pails. 
New container has swivel spout permiting 
any amount to be poured out without spill- 
ing. Cover, sealed with rubber gasket, 
is affixed so it can not be removed without 
showing signs of tampering, thus assuring 
its quality. Cover may be removed after 
material is used providing the painter with 


LINSEED 


SPENCER KELLOGG & SONS. M¢ 





a strong and convenient pail for mixing 
paints. New container recessed at top and 
bottom for convenient handling and stock- 
ing by the merchant. Strong wire bail and 
convenient wooden handle _ provided. 
Spencer Kellogg & Sons Sales Corp., Buf- 
falo, N. Y. 





Lionel Announces New 
Features and Catalog 


The “Distant Control” feature, in all 
Lionel electric trains, regardless of size 
or type, makes possible the operation of a 
model train while the operator is sitting 
any distance from the track. Trains may 
be started, stopped or made to move in 
reverse with this feature. The “Chugger” 
feature found in all Lionel steam type loco- 
motives in standard gage (except the 
390E) and in locomotive 260E of the “O” 
gage line, causes the locomotive to “chug” 
like that of a real train. As the locomotive 
gains speed the “chugging” speeds up un- 
til it sounds like the steam exhaust of a 
limited train going at high speed. These 


features are explained in the new Lionel 
model train catalog as well as various 
models and other features of the line. The 
catalog also calls attention to the Lionel 
national radio broadcast to be conducted 
over an NBC network of fifty-two key sta- 
tions, at intervals of twice a week through- 
out November and December. The star of 
these programs, Jimmy, listens to the real 


ie 
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experiences of railroad men as related by 
Mike Bolan, veteran railroad man. True 
stories such as the heroic last minute 
rescue of hundreds of lives by an engineer 
during the Johnstown flood will be related. 
The fabled ride of Casey Jones will be in 
one of the programs. The Lionel Corp., 
15 E. 26th St., New York City. 





Hild Quick-Cutting 
Drum Sander 


An electrically driven, light weight, high 
speed floor surfacing machine, designed for 
large floor areas or where the “dry” meth- 
od is preferred rather than to use paint 
and varnish remover. Has a 7-in. sanding 
drum and weighs about 90 lb. Has % h.p. 
ball bearing constant speed motor. A. C. 
motors of repulsion induction type. Stand- 
ard machines are supplied with motors 
for operation on 60 cycle 110 volt current. 
D. C. motors can be supplied and are in- 





terchangeable with standard A.C. motors. 
Disc type rubber tired wheels. Ball bear- 
ing suction fan driven direct from motor 
by positive “V” belt. Fan revolves at 
high speed insuring collection of dust on 
both forward and backward movement of 
machine. Enclosed safety tumbler switch, 
tubular steel handle with aluminum cross 
handle, adjustable to suit convenience of 
operator. Equipped with 50-ft. heavy rub- 
ber covered extension cable with connec- 
tors, dust bag, assortment of ready cut 
abrasive paper, steel paper cutting pattern 
and wrenches. Hild Floor Machine Co., 
108 W. Lake Street, Chicago, II. 
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A FASCINATING NEW SPORT 


for all rifle and revolver shooters 


Here is an entirely new outlet for in- 
creased sales in your gun and ammuni- 
tion department. 


Rifle and handgun shooters can now enjoy 
the thrills of actual small-game hunting, on 
their own home range, with the new N.R.A. 
X-Ring Field Firing Targets. Silhouette 
targets of gophers, squirrels and crows bob 
up at varying distances—operated by a 
slight pull on the control cable, from be- 
hind the firing line. A “hit” knocks ’em 


N. R. A. Service Co. — 827 Barr Bldg., Washington, D. C. 


down; another pull and they pop up again. 


These new targets are adapted to a wide 
variety of “timed” or “surprise” shooting 
matches. And how the boys will burn up 
ammunition—probably most of them will 
need new repeating guns, also, for this new 
game. 


Write today for complete information, price 
lists, suggested layouts for ranges, dealer 
discounts, etc. 














FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 


The Forstner Auger 

like other bits, is guided by its 

circular _rim instead of its center, 
consequently it will bore any arc of 

a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. 

the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, 


ribbon molding and mortising. 
Send for Catalogue. 


The PROGRESSIVE MFG. 


TORRINGTON, CONN. 





Many 
New Uses 






WORLD-WIDE ACCEPTANCE 





Srar HACK SAWS are 
recognized as the greatest 
hack saw value by experi- 
enced mechanics in every 
corner of the globe. 
















From special flexibles to all 
hards and from light power 
to the new” Moly” hand and 
power blades—there's a Star 
blade for every purpose— 
each one a leader. 


Sell Star Biades—they lead 
in acceptance. Ask your 
jobber about them. 


Bit, un- 


Takes 


newels, 


CO. | EWES 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 








TRAC 


AN EXCLUSIVE FEATURE OF 


ALL SILVER LAKE 
PRODUCTS 


SILVER 


SEPTEMBER 14, 1938 


LAKE COMPANY 


LLE, MASSACHUSE 
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Russell Precision 
Switch Mechanism 


For fan switches, bonnet switches, stack 
switches and various types of limit 
switches. The maker states that this new 
development makes possible the economical 
production of rugged low cost switches, 
with accuracy and unvarying performance. 
A unique new combination gives snap ac- 
tion, high mechanical advantage and low 
stresses in all temperature responsive 
members. When required, it is entirely 
practical to supply a 2 degree differential 
with snap action. The equipment is, 
therefore, suitable for use with relays and 
solenoid mechanism as well as for ordi- 
nary applications. Switches maintain their 
accuracy independent of their mounting 
position. The maker states that these 
switches are for a wide field of use in air 
conditioning applications requiring an un- 
usual degree of accuracy and depend- 
ability. Russell Electric Co., 378 W. 
Huron St., Chicago, Il. 





Coleman “Century Duo-Lite” 


A double duty light consisting of the No. 
242 Coleman Instant Lighting Lantern set 
in a metal base of fluted column design, 
black lacquer finish with nickel trim and 
fitted with a decorated parchment shade, 
giving an attractive lighting effect. For 
home use this unit may be converted into 
a lantern by lifting it from base, removing 


ni 





shade and inserting handle. Pyrex glass 
globe protects mantle from drafts and fly- 
ing insects. This together with the No. 
C362 Quick-Lite Lamp, equipped with 
parchment shade, are the two new models 
which complete the Coleman line. To help 
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dealers the company is using eight con- 
sumer publications, with national circula- 
tion, to send a monthly message. New deal- 
er sales helps include: colorful store fold- 
ers, display cards, dealer local newspaper 
advertising, patterned after Coleman na- 
tional ads, together with a four point dem- 
onstration plan. Complete information 
available from The Coleman Lamp & Stove 
Co., Wichita, Kan. 


33 1/3% Dealer Discount 
On 2-In. Caster Cups Hardened 


Instead of 50 per cent as incorrectly 
stated in the Aug. 3 issue of HARDWARE 
Ace. Domes of Silence, Inc., 35 Pearl St., 
New York City. 





“N.R.A.—X-Ring” 
Field Target Equipment 


Adapted for use with either rifles or 
handguns, .22 or .38 calibre, for a new 
sport for the small-game hunter. Actual 
small-game hunting is accurately simulated 
for home-range shooting. Silhouette targets 
of gophers, squirrels, crows, etc., bob up at 
varying distances, from 30 to 50 yards away 
from the firing point. A “hit” knocks them 
down: a slight pull on the control cable 
and they pop up again. All targets oper- 
ated from a central control box behind the 





firing line. Targets sold in sets of five 
—or separately if preferred, providing an 
infinite variety of “timed” or “surprise” 
shooting matches. Rules, regulations, sug- 
gested layouts for ranges, with complete 
prices and dealer discounts available upon 
request. Control stands may be set up or 
taken down, im three minutes. Illustration 
shows field firing target. Suggested retail 
selling prices: single field target complete 
with 54 yards of cable and gopher target, 
$6.00 (40c. additional with fox, squirrel, 
or crow target) ; regulation set five targets 
with proper cable and targets for National 
Rifle Association programs, $25.00; single 
unit control stand (no seat), $2.50; regula- 
tion set control stand, $15.00. A contest 
for the selection of a permanent name for 
this sport is being sponsored by the Na- 
tional Rifle Association, details of which 
are available from the N.R.A. Service Co., 
827 Barr Bldg., Washington, D. C. Manu- 
factured by the X-Ring Products Co., 503 
North St., Peoria, Ill., in collaboration with 
the National Rifle Association. 


“So-Lo” For Mending 
Shoe Soles, Rubber, Ete. 


A plastic material that “mends the sole 
for lc.” according to the maker. Easily 
applied by spreading on, will dry tough 
overnight. May be used to repair: rubber, 
leather, or cloth, rubber boots, auto tires, 
auto tops, etc. Consumer advertising cam- 





paign. Packaged in individual orange and 
blue display container. Suggested retail 
selling price 25c. Twelve kits to a counter 
display container. Costs dealer $2.00. Free 
signs and sample of repaired shoe free. 
So-Lo Works, Cincinnati, Ohio 


“Breakfast Club” 
Automatic Toaster 


Toasts two slices of bread on both sides 
at the same time. Fully automatic and 
silent with only six sturdily built readily 
accessible working parts. Automatic timing 
device enables securing of whatever type 
of toast is desired. Toast is ejected away 
from the heating elements and current 
shuts off at the same time, automatically. 





Draws 600 watts of current. Heating ele- 
ments designed for easy removal, if neces- 
sary. Modern design, compact size, heavy 
chromium finish with bakelite trimmings. 
Suggested retail selling price, $11.50. The 
General Utility Products Co., 140 S. Dear- 
born St., Chicago, Ill. 
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BP SAFETY ROLL 
“=o Can Opener 
THE WORLD’S BEST CAN 
Uaghany 


A BELL RINGER 


THAT PLAYS A PROFITABLE TUNE ON 
YOUR CASH REGISTER 


The world’s fastest, most popular seller. Simplest, smallest, 
most durable can opener on the market. Opens any size and 
shape of can easily, quickly and leaves a safety rolled edge. 
Saves the juices. Sells itself when properly displayed. Send 
for sample and prices. 


RA Vaughan Novelty Mfg. Co., Inc. 


World's Largest Manufacturers of Can Openers 


3211-25 Carroll Ave., Chicago, Ill., U.S.A. 











UNUSUAL VALUES 


2Oo PAINTERS JUMBO 
TUBES OF PURE 


OIL COLORS 


Best ge Senet value ever offered. 16 colors. 
Stunning, self-selling display. Over 60% profit. 


Also Complete Range of Col- C 
ors in tubes retailing at only 


Dealer’s Complete Assortment includes Jade Green 

Lacquered Metal Stock-Display Cabinet. Big profits. 

(Prices slightly higher West of the Mississippi and 
South of Tennessee.) 





Sell Sheffield Show Card colors. Absolutely non- 
bleeding. Experts say they’re the best onthe market. 


Order from Your Jobber Now. 
Jobbers—write for discounts. 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
5817 Kinsman Road, Cleveland, Ohio 














S SHIELD BRAND DRILL SETS S 


Packed in a neat leatherette 
case. No delay or confusion 
in hunting for the correct 
size drill. 


A QUICK SELLER 





s THE STANDARD TOOL (0. 


New York CLEVELAND Chicago 








The Original “JUMBO” 


FIRE SHOVEL 
Carries a 600% Overload 










STURDY 42 OZ. 
FLAT HANDLE COAL 
HANDY SHAPE CAPACITY 


TRIPLE STRENCTH 


This one feature alone makes “JUMBO” supe- 
rior. The new triple steel TRUSS is found on 
no other shovel. It will stand an overstrain 
of nine to twelve times its capacity. Be sure 
you check this important point and ask for 
the original “‘JUMBO.’’ 

Write for prices, if your jobber can’t supply 
the genuine “JUMBO.” 


PATENT NOVELTY CO., Fulton, Ill. 























DIAMOND 
TOOLS 


The Diamalloy feather- 
weight adjustable wrench 
is made from a special 
high grade alloy steel of 
remarkable strength. Thin 
and light, yet withstands 
severest strains. 

Diamond pliers are made 
in thin nose (straight or 
bent) as well as regular 
patterns. High grade tool 
steel, drop-forged, makes 
them strong and chip- 
proof. 

Write for information. 


DIAMOND CALK 
HORSESHOE CO. 


4622 GRAND AVE. DULUTH, MINN. 














ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 
PERSONAL SALES CONTACTS 


CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 





Price $10.00 a Copy 
Cheek with Order 
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Tura Inquiries Into Orders 


=X Equip yourself with Stewart 74s 
literature, prices and discounts (G—aamm 

and be ready to convert that next 

inquiry inte a profitable order 

for Fence, Gates or Miscellane- 

ous tron and Wire Specialties. 

Write for our dealers’ proposi- 

tion today, a products in 

—_— you are particularly Inter- 

ested. 


THE STEWART IRON 


WORKS COMPANY, INC. 


918 Stewart Block 
CINCINNATI, OHIO 


































N attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhatten, Inc. 
BRIDGEPORT CONN. 


=r an, 
This" 
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How’s the Hardware Business? 


(Continued from page 32) 


A marked advance on hair or 
toilet clippers has been issued to 
wholesale buyers, averaging approxi- 
mately 25 per cent. The present 
change affects hand clippers and clip- 
per plates only. Prices on electric 
clippers and vibrators have not changed 
as yet, though jobbers are expecting 
these to be soon advanced. All items 
are naturally affected by the sharp in- 
creases in cost under the NRA pro- 
gram. 

* * * 

Prices on grass catchers for 1934 
delivery are up 16 2/3 to 25 per cent 
—affected, of course, by the processing 
tax on cotton duck, and by the rise 
in other materials, and in labor. Cur- 
rent new quotations are not considered 
final for the coming season. 

* *& * 


Prices have been withdrawn on 
lantern globes, and manufacturers are 
preparing new quotations on all grades 
and packages. Details are not avail- 
able, but in some quarters the pending 
mark-up is estimated at about 20 per 
cent. 

* * # 

Tin roofing caps are quoted by 
the larger makers, at an advance aver- 
aging 50 cents per 100 lbs. Extras for 
packing in smaller than barrel lots 
remain unchanged. Some of the 
smaller fill-in producers of roofing 
caps have withdrawn completely from 
the market. 

* * * 

Business failures continued much 
lower in number than for any August 
in many years. The record for the 
third week in that month, according 
to Dun & Bradstreet, Inc., showed 326 
failures in the United States, com- 
pared with 312 and 349, respectively, 
in the two preceding weeks, and with 
589 a year ago. 

* * *% 

Freight car loadings dropped 
slightly during the week ended August 
26th to total 631,998 cars for the period, 
2847 cars below the preceding week. 
The week’s total remained 94,231 cars 
higher than the corresponding week 
in 1932. 

* ~ * 

A broom shortage threatens, ac- 
cording to a prediction made by Frank 
Collins in addressing the recent Chi- 
cago convention of the National Broom 
Manufacturers Assn. Mr. Collins said 
that the customary broom corn crop is 
50,000 tons a year, but that this year 
the crop is only 25,000 tons, and there 
probably won’t be enough brooms to 
go around. 
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An increase of more than $5,000,- 
000,000 in the annual purchasing 
power of the country over that of 
last year, due to the recovery program, 
was estimated September first by the 
American Federation of Labor, in its 
monthly survey of business. 


* + 


Mine tools and drills were re- 
cently advanced on an average of ap- 
proximately 10 per cent by the Lee- 
tonia Tool Co., Leetonia, Ohio. The 
company states that increased costs 
have made the upward revisions neces- 
sary. 

* & # 


A new price list on blow torches 
and firepots was issued by the Clay- 
ton & Lambert Mfg. Co., Detroit, Mich., 
on Aug. 15. The new list reflects 
slight advances, ranging upward to 10 
per cent, on four numbers of firepots 
and two numbers of torches. 


se @ © 


Price advances on certain toys 
made by Fisher-Price Toys, Inc., East 
Aurora, N. Y., have recently become 
effective. The company has attributed 
the upward revisions to increased cost 
of materials and higher production 
costs resulting from operations under 
the industrial code. 


* * * 


A new price list was issued by 
the Turner Brass Works, Sycamore, 
Ill., manufacturers of blow torches, 
firepots, etc., on Aug. 15. Although 
the company points out that material 
costs have advanced from 50 to 100 per 
cent, the new list reflects advances on 
only two major items in the line. The 
advance on one number of 74% and 
on the other 10 per cent. The com- 
pany reports a highly encouraging vol- 
ume of business and has expressed the 
intention of refraining from advancing 
prices on other products of its manu- 
facture while sales continue on their 
present basis. 

* a * 

The price of the Olympic elec- 
trical razor blade sharpener was re- 
cently advanced by the Humason Mfg. 
Co., Forestville, Conn., from $1.50 
to $2. 


* *+ * 


Prices on M/T type Rawldrills, 
in the seven sizes from 5/32 to % inch, 
were advanced approximately 25 per 
cent on Sept. 1, by the Rawlplug Co., 
Inc., New York, N. Y. Prices on other 
items in the company’s line remain un- 
changed. 


Garden hose prices are expected 
to advance Sept. 1, with the contem- 
plated advance resulting from the 
higher cost of rubber and cotton fab- 
ric, coupled with the increased cost 
of manufacturing under the industrial 
code. 

* * * 


A warning on labeling caustic 
poisons has been issued to retail deal- 
ers by the U. S. Department of Agri- 
culture. The requirements of the Fed- 
eral Caustic Poisons Act are that the 
word “Poison” must appear on the 
label in letters of specified size and 
style and that the label must also bear 
a statement of antidotal treatment in 
case of accidental poisoning. Many of 
the caustic poisons are used for clean- 
ing and disinfecting and other house- 
hold purposes. Among such are: sil- 
ver nitrate, carbolic, oxalic, hydro- 
chloric, sulphuric, nitric, acetic, and 
hypochlorous acids, and ammonium, 
sodium, and potassium hydroxides. 


* %*+ 


Refrigerator business of the 
Westinghouse Electric & Mfg. Co., for 
the first six months of 1933, was more 
than 50 per cent better than last year, 
according to R. C. Cosgrove, refriger- 
ator manager of the company. Mr. 
Cosgrove stated that the company’s 
distributor relationships, advertising 
budget and production plans are all 
based on an increased business in 


1934. 


* @ #& 


Majestic radio unfilled orders, 
specifying immediate shipment, call for 
65,000 radio sets, says Leroi J. Wil- 
liams, vice-president, Grigsby-Grunow 
Co. Mr. Williams also stated that the 
company’s schedule of 70,000 radio sets 
in September to meet the demand has 
not been equaled for more than three 
and one-half years. The concern ship- 
ped 26,000 sets in July, as compared 
with 275 sets shipped in July last year, 
and August shipments equaled those 
for the preceding month. 


® 2 


Cotton tax data for O’Cedar 
products was furnished the trade by the 
O’Cedar Corp., Chicago, IIll., under 
date of Aug. 16. The company stated 
in the bulletin that the yarns used in 
its products are 100 per cent cotton 
and that the line is therefore subject 
to the processing tax. Figures were 
provided covering the gross weight in- 
cluding non-cotton parts and the net 
weight of the cotton content in each of 
the various O’Cedar products. 
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LEPASE’S 


LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASE'S COLD WATER WALL SIZE 
LEPAGE’S WATERPROOF CEMENT 
LEPASE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER, MASS. 











LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 









WOOD BORING T00 


Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 





The Irwin Auger Bit Company 
Wilmington, Ohio x 








ik Thousands of customers 
everywhere want the new 


MOORE 
Aluminum Push Pins 


To fasten up displays, cards, pictures, photographs, 
maps, advertising matter and other things to walls 


or woodwork. 
Can be used with or without a hammer. 


In Window 
6 for 10 cents Front Packets 


Order a display from your jobber today and get your share 
of the profits. 





MOORE PUSH-PIN COMPANY 
113-125 Berkley St. Philadelphia, Pa. 





















Ringing Up Extra 
Sales and Profits 


Star Heel Plates are playing 
money-making tunes on cash 
registers for dealers who sell them. Made strong 
to last long. Do not damage heels, or injure 
carpets or rugs. 


OO600606 









9 sizes to fit smallest 
or largest shoes. 


Y, gross pairs in box. 
Also 3 pairs assorted 
on cards. 

Sold by Leading Jobbers 
Send for Samples and 
Prices 


Newark, N. J. 


No. 


STAR HEEL PLATE CO. 


OOOOGG6669 Lar 











Weak wrenches like 
weak men are seldom 
if ever selected for 
heavy, killing work. 


t 
is 


The 


COES ALL-STEEL WRENCH 


is the choice of leading railroads, mining com- 
panies, power stations, shops and industrial plants 
because it has the “stuff”? and withstands heavy 
duty unfailingly. Sizes 6 to 21 in. 


Ask your Jobber. 


OUR CONDENSED Chtaig~ 
BEMIS & CALL CO. 


© Springfield Mass. 


Sh 
aL 
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isn Genuit NICHOLSON FILES 


FALL ADVERTISING 


STARTS 


Nicholson File advertising for the Fall season 
is nowstarting in a comprehensive list of news- 
papers, national magazines, industrial, farm 
and semi-scientific papers. Hardware dealers 
are always mentioned in this advertising 
which will continue to build file sales for you. 


Your jobber sells Nicholson Files. Nichol- 
son File Company, Providence, R. I., U. S. A. 











To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 24 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 
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WATERPROOFED - GUARANTEED } 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 


Each additional word .......++++ 06 
All Capitals, Minimum of 50 words... 4.00 
Each additional word ......+++++ ws 


Allow Seven Words for Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded _| 


BOXED DISPLAY RATES 





Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Positions Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 

Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














SALES ACCOUNTS WANTED 


MANUFACTURERS—A BOSTON STOCK 
IS_ ESSENTIAL TO SUCCESSFUL MER- 
CHANDISING IN NEW ENGLAND. WE 
OFFER A STORAGE AND SHIPPING SER- 
VICE THAT APPROXIMATES YOUR HOME 
DEPARTMENTS. EITHER UNIT OR OPEN 
STOCK HANDLED BY HARDWARE MEN. 
SALES SERVICE AVAILABLE TO SELECT. 
ED LINES. DISCUSSION INVITED. AD. 
DRESS BOX B-221, CARE OF HARDWARE 
AGE, NEW YORK CITY. 


MANUFACTURERS’ REPRESENTATIVE 
with 16 years’ experience in Chicago and surround- 
ing territory, well acquainted with hardware job- 
bers and retailers, department stores, chains and 
accessory stores, mail order and machinist supply 
houses, desires additional line in hardware and 
tools, household or kindred lines. Address Box 
B-222, care of Harpware Ace, New York City. 














SALES REPRESENTATIVES WANTED 


COMMISSION MEN, WE OFFER SOME 
OPEN TERRITORY on commission basis on a 
wire line consisting of dish drainers, cake coolers, 
pot cover holders, eee baskets, soap dishes, 
french fryers, display baskets, delivery baskets, 
display stands, etc. Address Box B-196, care of 
Harpware Ace, New York City. 


SALESMEN WHO ARE ACTUALLY IN 
CONTACT with buyers for wholesalers, jobbers, 
mail order houses, large department stores or 
other large distributors who would be interested 
in buying highest quality merchandise AT 
PRICE. _Items already handled in regular line 
by majority. A-1 side line on commission basis. 
Quantity production on these items enables us to 
offer best prices. Address Box B-205, care 
Harpware Ace, New York City. 


SALESMEN — SALES ORGANIZATIONS. 
Old established Eastern brush manufacturer, house- 
hold and industrial, wants sales representation in 
Middle West, Southern and New England States. 
Only those men now selling to department stores, 
large retailers, hardware jobbers or janitor and 
mill supply houses should apply. Write fully, 
experience, territory covered, references. Excel- 
lent commissions. Address Box B-216, care of 
Harpware Ace, New York City. 


WELL-KNOWN, FAST-REPEATING STAY- 
TITE CAULKING COMPOUND, Sealer, Crack 
Filler, Waterproof Glue, etc., calling on hardware, 
autobody shops, accessory stores. Men selected 
for protected territories must be financially able 
to carry stock. Full protection on repeats. Give 
experience and territory covered. Address, Stay- 
Tite Products Co., Dept. H, 3107 Detroit Ave., 
Cleveland, Ohio. 


SALESMEN WANTED TO SELL the well- 
known line of Arline Steel Flexible Rules on a 
commission basis to wholesale hardware, larger 
retailers and department stores. When applying 
state territory covered and lines carried by you 
at present. Address: Kirsh and Kirsh, Inc., 167 
Madison Ave., New York City. 




















MANUFACTURER WROUGHT WASHERS, 
Eastern Pennsylvania, desires connection with 
Sales Organization calling on hardware jobbers 
threughout the South; also New England and 
Middle Atlantic States. Address Box B-215, care 
of Harpware Ace, New York City 


A FEW EXCELLENT TERRITORIES now 
open to salesmen calling on the best hardware 
dealers, to establish dealer agencies, exclusive 
territory. Exceptionally good opportunity to build 
up permanent income on a line that retails from 
twelve to forty dollars per unit. Commissions 
poo monthly. References required. Address Box 
oo Harpware Ace, 802 Otis Bldg., Chieago, 
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SALES REPRESENTATIVES WANTED 


POSITIONS WANTED 





MANUFACTURER WANTS A_ REPRE. 
SENTATIVE to handle side line calling on 
hardware and plumbing trade, jobbers or retailers. 
New item which is a fast seller. Every woman 
wants one. This side line is good for $5.00 and 
$6.00 a day to a real hustler. Address O. J. 
Seguin, 890 St. James Ave., Springfield, Mass. 





HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
Positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City 


EXPERIENCED HARDWARE MAN WANT- 
ED, Connecticut and Massachusetts. Manufac- 
turers’ agent controlling important accounts in 
hardware and housefurnishing lines has splendid 
opportunity for competent man. Commission basis, 
no advances. Answer only if record and refer- 
ences are first class. Address Box B-220, care 
of Harpware Ace, New York City. 

SALESMAN EXPERIENCED IN SELLING 
TO retail hardware and department stores, to 
feature fast selling specialty line. Our men 
average from $75 to $90 and up per week. 
Preference given to full time men, but will allow 
as side line where no territory confliction. Address 
oa B-214, care of Harpware Ace, New York 

ity. 

SMALL WOODWORKING PLANT solicits 
additional sideline items. Now producing line 
of punching bag platforms, scooters, popular-price 
tennis tables, etc. Open for consideration of new 
ideas in toy and novelty line. Will produce 
items to your specifications for your distribution. 
Address P. O. Box 277, Belpre, Ohio. 


POSITIONS WANTED 


EXPERIENCED HARDWARE PERSON.- 
NEL with many years of training in the hard- 
ware and alli industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives. lesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. e charge you nothing for this 


service. 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
New York Citv WTsconsin 7-1802—1803 























ASSOCIATED PLACEMENT BUREAU 
152 West 42nd St. 
New York City 

We have received and properly filled the ap- 
plications for employment from sales represent- 
atives from all parts of the United States. Should 
you be interested in representation in the follow- 
ing states please communicate with the above 
organization and you shall receive prompt and 
intelligent service. You are under no obligation 
to us for this cooperation. 

Connecticut, Florida, Illinois, Iowa, Massachu- 
setts, Michigan, Missouri, New Jersey, North 
Carolina, Ohio, Oregon, Pennsylvania, Rhode Is- 
land, Texas, West Virginia. 

SALESMAN: WITH 15 YEARS SUCCESS- 
FUL RECORD selling nationally known lines 
in eastern territory, seeks connection with sales 
staff. Would also consider an agency proposition. 
Have sold to wholesalers, retailers and industrials. 
Most recent connections in building supply field. 
Can furnish excellent references and am available 
immediately. Address: Irving Batterman, 
9446-85 Road, Woodhaven, Long Island, N. Y. 

SALES EXECUTIVE, seventeen years’ experi- 
ence, wide acquaintance wholesale, retail and 
department store trade, Pennsylvania, Ohio, and 
West Virginia. Headquarters Pittsburgh. Seeks 
new connection. Will represent reputable manu- 
facturer in above territory or will take over 
sales of small plant, any location, on percentage 
of profit basis. Address Box B-217, care of 
Harpware AcE, New York City. 

NOW AVAILABLE, A THOROUGHLY EX- 
PERIENCED salesman, 15 years with leading 
manufacturers as salesman; 2 years as_ sales 
manager. Wide acquaintance with the better 
buyers of tools and hardware. Personal sales in 
excess of $300,000 per year. Unquestioned ref- 
erence. Address—Box B-207, care HARDWARE 
Ace, New York City. 

SALESMAN—MARRIED, CHRISTIAN, 
WITH CAR, desires connection, good house, for 
Long Island territory, Nassau and Suffolk 
counties. Experienced in Paint line and well- 
known to Hardware, Paint and Lumber yards 
this territory. Lived on —a for past six 
ears. Address Box B-182, care Harpware Acz, 

ew York City. ~ 

HARDWARE SALESMAN AND ASSIS- 
TANT MANAGER in retail store for seven 
years seeks permanent connection as outside sales- 
man for large reliable jobber or manufacturer. 
Good references, thirty-three. Married. Prefer 
territory in Michigan or border states. Address 
Box B-209, care Harpware Ace, New York City. 

HARDWARE MAN, _ INTELLIGENT, 
TRAINED, AND EXPERIENCED in general 
hardware and notions. Excellent crepe paper 
window trimmer. Christian, single, age 29, clean, 
neat, sober, and industrious. Reliable and_ have 
the ability to produce. Locate anywhere. Address 
August Kleber, Melrose, Minnesota. 























EXPERIENCED TRAVELING SALESMAN 
who has sold specialties successfully to the whole- 
sale hardware, auto, mill, mine, plumbing and 
sporting goods jobbers; railroads and large in- 
dustrial plants. Have traveled as far West as 
Montana in the U. S., and in Canada as far 
West as Edmonton. Clean cut, convincing. Can 
make friends and keep them. Fifteen years’ 
experience selling. Address Box B-223, care of 
Harpware Ace, New York City. 

AN OPPORTUNITY FOR MANUFAC. 
TURER OR JOBBER to obtain a man of record 
and character. Successfully represented two hard- 
ware jobbers for a period of twenty years. Well 
acquainted with the retail trade in New York 
State territory. Age 45. Unquestionable refer- 
ences from past employers. Salary moderate. 
Will go anywhere. Address Box B-219, care of 
Harvware Ace. New York City. 

EXPERTENCED HARDWARE MAN DE- 
SIRES POSITION as salesman or retail store 
manager. Best of references. Address Box B-218, 
care of Harpware Ace, New York City. 





HARDWARE MAN, 23 years of age, ex- 

rienced, worked for six years in leading 

erman hardware stores, is willing to work as 
apprentice; three years in United States, speaks 
English fluently, good schooling here and_ abroad; 
best references. Address Franz Schledt, 6445 
Kemper St., Pittsburgh, Pa. 

SALESMAN MECHANIC TOOLS AND 
HARDWARE SPECIALTIES, fifteen years’ ac- 
quaintance with jobbing; also large retail trade 
in New York, Pennsylvania and Central States. 
Reference; salary. Address Box B-213, care of 
Harpware Ace, New York City. 

WANTED JOB AS MANAGER of hardware 
or general store, or clerk in store. Can give 
best of reference. Have had twenty-five years’ 
experience. Address Box B-212, care of Harp- 
ware Ace, New York City. 

POSITION. AGE 35, MARRIED, High 
School and College education. Seven years man- 
ager large retail store. Eight years wholesale 
jobbers traveling salesman. References. Address 

‘ox B-202, care Harpware Ace, New York City. 
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Talk Convenience and Sell the HILL 


Tell Housewives how the Hill Champion Clothes Dryer saves time, 
labor and steps—they simply revolve it which brings every foot of 
line right before them—hang entire wash without walking a step. 
No lugging heavy basket of wet clothes from place to place. Easily 
erected. Sturdily built. Has folding removable reel and removable 
post. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 
outstanding seller that returns a good profit. Send for Booklet— it 


shows complete line. 








Clothes Dryer Co., Inc. 
Made in Champion Worcester Mass. 
3 sizes bond 


New York Distributor 
H. Kornahrens, Inc. 

















MOULTON 
LADDERS 


The Moulton Ladder 
Manufacturing Co., 


Somerville, Mass. 




















IMADE In AMERICA 


(Only the bamboo teeth, unpro- 

curable here, are imported) 
an 

Made Right 


Yamade 
“METAL-GRIP” 
Lawn Rake 


Most practical and durable of all 
BAMBOO rakes. The arched 
‘‘Metal-Grip"’ keeps every tooth on 
the ground when rake is held at 
normal angle. This construction allows 
each tooth to do its share of the work, 
so that the user derives the use of the 
entire width of the rake without exerting 
pressure. Will not injure finest lawns. 
Spiral feature links teeth together without 
restricting flexibility. Made strongest to last 
longest. Distinctive appearance. 3 popular 
selling sizes; 18”, 24” and 30”. Good profit. 
Write for folder and trade-prices. 
Demand “Metal-Grip” Rakes from your Jobber. 
obbers write us. 
Western Sales Representatives Wanted. 


Geo. W. McGuire Importing Co. 


Manufacturers 
Beechhurst (Whitestone P. O.) 



















Long Island 








BRUSH-NU COMPANY , 


BALTIMORE MARYLAND ‘ 














MOLDED RUBBER GOODS 
78 ges? 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 
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Domes of Silence 
for Metal Beds 


(Rubber Cushioned ) 


Quickly inserted in bed posts. Spring 
tension prevents DOME slipping out. 
Cushions shocks and jars. Permits 
easy, noiseless moving of bed. Will 
not injure floors or rugs. In great 
demand. 3 sizes: 1.9", 1” and %”. 
In sets of 4 to retail profitably at 60 
cts., 45 cts. and 40 cts. per set. Bulk 


We protect the cking—1 
eee son pecking 2 sets to a carton 


ber and _inde- : 
pendent’ Mer. © Domes of Silence, Inc. © 


——— 35 Pearl Street, New York City 
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Most imitated nozzle on 
the market —that’s the 
BOSTON: Boston Nozzle. Never 
equalled in quality. 
” Simple. Substantial. 
Fastest seller anywhere. 
é : Each nozzle packed in 
LeW CD Lad ba bd Fa separate carton. 12 car- 
» tons in full color 
24m \ithographed dis- 
play packages. 


THE 
BOSTON 
NOZZLE 


|BOSTON WOVEN HOSE & RUBBER CO. , Cambridge, Mass. 


SPRAY NOZZLE 
BOSTON WOVEN HOSE & RUBBER 






























IT’S TIME 
TO GET 


UP! 
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POPULAR special boosts sales all through an 
A aluminum ware department. Every dealer 
knows how popular Cooky Presses are. 

Now we offer you a bigger-value Cooky Press, 
with the new polished alumilite stain-resisting 
barrel and beautiful black alumilite caps, and with 
eight forming plates for making all types of fancy 
cookies. Sure-fire seller at 89c. 

Don’t miss the profits which this live item pro- 


duces. Price $7.20 (Slightly higher South and West. ) 


ALUMINUM Goops Merc. Co., Manttrowoc, Wis. 
Also makers of COMET, the Popular Aluminum 


BUY FROM YOUR JOBBER 
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SHAPLEIGH'S 


king Nitro 


(REGISTERED) 
Double Guns 
No. 35 
12-16-20-410 
Gauge 


Possess 
ETN 
Exclusive Features 
Also 
Finishes 
“ORIGINATED By Us” 
Irresistible 
To The 


Experienced 


Sportsman 


Our 
Sporting Goods 





Stock is Complete | 
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No. 1350 Hunting Coat 





Add 


NOMS oho C10] om OF- 1-7-7 QW 


N ay ? Hunting K nives {4 


REN 
a \ 


High Grade 
Tool Steel 


k Zor Artistic Design 
nish —y/. Deeply Etched 
and Finished in 


SHAPLEIGH'S 


Ring Nitro 


(REGISTERED) 
Single Guns 
No. KNB 
12-16-20 
Gauge 





Recognized 
Everywhere as 
The Symbol 
of 
Reliability 





New Articles 
OF Merit 
Are Being 

Constantly Nelo (xe 
By 
Expert Selectors 


Ask Our Salesman 
To Show You 
Our Full Line 








High Rased Edge Uy / 


Honed Sharp Bright Bronze Colors 











Shapleigh National Series No. 1819 
HARDWARE AGE 











